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INTRODUCTION 
The Federal Extension Service was created by the Smith-Lever Act 
of 191U. This act was passed because it was recognized that in order 
for Land Grant colleges to broaden their functions of activity it would 
be necessary for them to disseminate research results to the public. It 
was felt that any fact developed by these institutions that would aid 
farmers in making their operations more efficient and profitable should 
be made available as efficiently and quickly as possible. The Smith-Lever 
Act was specific, yet very broad, in specifying the kind of work that was 
to be done. For the purpose of this discussion, only two paragraphs of 
the act need to be considered. The first paragraph states the objectives 
while the second specifies how the work should be done. The two para­
graphs follow (37, p. 36): 
"That in order to aid in diffusing among the people of the United 
States useful and practical information on subjects related to agriculture 
and home economics and to encourage the application of the same, there 
may be inaugurated in connection with the college or colleges in the 
states now receiving or which hereafter may receive the benefits of the 
Land-Grant Act of 1862 and the Morril College Endowment Act of I890, 
agricultural extension work which shall be carried on in cooperation with 
the United States Department of Agriculture. 
That the Cooperative Agricultural Extension work shall consist of 
giving of instruction and practical demonstration in agriculture and home 
economics to persons not attending or residing in said colleges in the 
several communities and imparting to such persons information on said 
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subjects through field demonstrations, publications, and otherwise and 
this work shall be carried on in such manner as to be mutually agreed 
upon by the Secretary of Agriculture and the state agricultural college 
or the college receiving the benefits of the act." 
The intent of the Smith-Lever Act was to supply education to all 
people in the United States. However, from its inception, the philosophy 
of the personnel working in the Extension Service was to provide educa­
tional services to farm people primarily. The educational activities 
carried on by extension personnel until recent years were devoted pri­
marily towards such activities as production problems, both economic and 
physical, as well as other activities, all orientated towards helping 
the agricultural population. In the early stages of extension work the 
emphasis towards working with the farm population was justified because 
of two major factors: (1) the large proportion of people living in rural 
agricultural areas, (2) the major problems confronting farmers at the 
inception of the Extension Service were primarily production problems. 
Marketing problems appeared on the horizon at a much later date. 
Since the end of World War II, this philosophy of working primarily 
with the agricultural population has been slowly changing. A major factor 
contributing to this change in philosophy has been the redistribution of 
population between urban and rural areas. Figure 1 and Table 1 show the 
change in population distribution between rural and urban areas from 
1790 to I960. Another factor contributing to this change in the philos­
ophy of extension work has been the ever increasing marketing problem 
faced by farmers. Even before surpluses were accumulating and backing 
up to the farm level, extension personnel recognized that since less than 
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half of the consumer's food dollar got back to the farmer, an extremely 
important area of education was in the field of marketing. Extending 
this further, they began to realize that one of the factors that would 
be instrumental in alleviating the farm problems would be the working 
with consumers in urban areas and thereby increasing the efficiency of 
the marketing system. Extension personnel felt that several beneficial 
results would be forthcoming from providing educational material to urban 
consumers. First, by working with consumers in urban areas, better com­
munication could be established between producers and consumers which 
would be helpful to producers in production planning. Second, through 
educational programs with urban people the Extension Service would be 
extending its area of activity to the general population and therefore 
would be instrumental in increasing the buying satisfaction of consuming 
units. 
Table 1. Population in urban and rural territory as a percentage of total 
population, 1790 to 1960a 
Year Urban territory Rural territory 
1790 
1800 
1820 
18U0 
i860 
1880 
1900 
1910 
1920 
1930 
1940 
1950 
I960 
5.1 
6.1 
7.2 
10.8 
19.8 
28.2 
39.7 
45.7 
51.2 
56.2 
56.5 
64.0 
69.5 
94.9 
93.9 
92.8 
89.2 
80.2 
71.8 
60.3 
54.3 
48.8 
43.8 
43.5 
36.0 
30.5 
S^ource; (55) 
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Recognizing the need by Land-Grant colleges and specifically the 
Extension Service to work with marketing firms and consumers, Congress 
passed the Research and Marketing Act of 1946. Section 203f of this act 
provides an annual appropriation of funds which permit states to engage 
in consumer education work. The stated purpose is to provide effective 
utilization and greater consumption of agricultural products. 
The specific wording objectives of the consumer marketing program, 
as accepted by the Extension Marketing Sub-Committee of the Extension 
Committee on Organization and Policy, October 2, 1959 are as follows 
(51, p. 2-4). 
"I. To contribute to the more orderly marketing and effective util­
ization of agricultural products, greater consumer satisfaction in their 
purchase, and better consumer understanding of the agricultural production 
and marketing system: 
A. Provide consumers with up-to-date marketing information and 
purchasing principles: 
1. Keep consumers informed and motivated to use informa­
tion on the present and prospective supplies, prices, 
and the qualities of agricultural products. 
2. Teach consumers the principles for evaluating general 
supply and price patterns and other factors which influ­
ence the purchase of agricultural products. 
3. Keep consumers informed on existing and new products, 
marketing practices, and services. 
4. Teach consumers the principles involved in evaluating 
alternative agricultural products, marketing practices, 
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and services with regard to tastes, needs, and resources. 
5. Teach the choice and care of agricultural products for 
particular uses. 
B. Provide information that will lead to better consumer under­
standing and appreciation of the purpose, problems, and functions 
of the agricultural production and marketing system, the benefits 
from an efficient marketing and production system, and the bene­
fits accruing from research and education in agriculture. 
II. To contribute to more effective and rapid production and mar­
keting adjustments through a better understanding of consumers: 
A. Provide and assist in the analysis of information needed by 
production and marketing firms on such things as trends in consump­
tion patterns, habits, consumer demands, and the socio-economic 
factors affecting these, which will be of value in production and 
marketing decisions. 
B. Assist in providing production and marketing firms with infor­
mation which will serve as guides for the analysis and evaluation 
of the probable consumer acceptance of, and demand for, new prod­
ucts, marketing techniques and services, and reaction to adver­
tising and promotional programs." 
A considerable increase has taken place in the number of people 
employed in this program. In 1955, there were about 90 full time workers 
engaged in 67 separate consumer education projects in 39 states plus 
Hawaii and Puerto Rico. Actually, there were many more than 90 people 
working in consumer education at this time because many consumer educa­
tion agents worked closely with extension specialists as well as private 
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firms who contributed to the work in consumer education. At the present 
time there are 121 agents working in consumer education programs through­
out the United States. 
The increase in number of individuals working in this program is no 
indication of an increase in the efficiency of the program. Large numbers 
do not necessarily imply a better and more efficiently run program. 
Ideally, to attain the objectives outlined above, consumer marketing 
specialists should have a working knowledge of three major subject matter 
areas: (1) a knowledge of the socio-economic position of American fam­
ilies and general economic information about the United States and its 
regions, (2) an understanding of the economic and technical aspects of 
the agricultural industry and (3) an insight into the process that con­
sumers go through in making purchases. This last area involves a com­
bination of economics, psychology, sociology and other social sciences. 
Actually, the attaining of this ideal knowledge is difficult. 
Knowledge of and understanding of at least one of the areas deemed 
necessary would be extremely helpful in conducting a consumer marketing 
program. A majority of the people involved in the consumer marketing 
program are rather poorly trained in the areas required for dealing with 
the type of subject matter necessary for making this program most 
efficient. 
In a study conducted at Iowa State University, it was found that a 
large majority of the people in the Extension Service and those working 
in the consumer education program did not have the necessary training 
required for work in this area. About 60 percent of the extension 
personnel felt that consumer education programs were equally as, or more, 
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important than other areas of extension activities. The necessary train­
ing required to carry on such an economic program was not appropriate for 
a majority of the personnel. Table 2 shows the percentage distribution 
of training of extension agents interviewed. 
Table 2. Percentage distribution of degrees received by county personnel 
in Iowa 
Curiculum Percentage 
Home economics education 29.0 
Textiles and clothing 1.8 
Food and nutrition 2.2 
Home management .5 
Agronomy 10.3 
Vocational education 15.2 
Animal husbandry 22.8 
Farm operation 5.U 
Agricultural engineering 0 
Agricultural economics 2.2 
Othersa 7.1 
No degree 
.9 
No reply 2.6 
Total 100.0 
I^ncludes dairy husbandry, poultry husbandry, horticulture, general 
home economics, household equipment, institutional management and others. 
Somewhat similar distribution of training is evident among consumer 
education specialists throughout the United States.* Because of the lack 
of necessary training required for operating a consumer education program 
it is not surprising to find the lack of effectiveness of this program 
in two counties studied in Iowa. Specifically, it was found that use of 
Hoobler, S. Q. U.S.D.A., Washington, D.C. Information on back­
ground of consumer education specialists. Private communication. 
November, 1959. 
9 
economic information for consumers by a relatively large proportion of 
agents vas small. Further, in the two county study, where one used a 
large amount of economic information and the other a small amount, it 
was found that the level of consumer knowledge was inverse to the amount 
of information provided by the county staff. This may well be an indi­
cation that the county staff was not fully aware of the decision-making 
process of their clientele or that the information supplied was not 
within the relevant range of the consumers' needs. 
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OBJECTIVES AMD PROCEDURES 
Objectives 
Economic theorists have traditionally been interested in developing 
sets of criteria which would be helpful in determining when a given set 
of objectives is attained. Firm theozy, whose major objective is profit 
maximization, uses marginal revenue and marginal cost as criteria. At 
the point where marginal revenue and marginal cost are equated the firm 
has attained its objective, profit maximization. Distribution theory 
relies on productivity criteria for determining the optimum quantity and 
combination of inputs to use. Under conditions of pure competition the 
optimum is attained when VMP* is equal to all factors of production. 
Under imperfect competition, the criterion of MVP** is employed in deter­
mining the optimum point. The objective of profit maximization is reached 
when MVP is equal to all factors. By combining the criteria developed 
in firm theozy with the criteria in distribution theory, firm equilibrium 
is determined as follows: Under both pure and imperfect competition the 
criteria for firm equilibrium are 
MPPq MPPb MPPn % 1 
Classical welfare economics, whose prime objective is the maximi­
zation of general economic welfare, has developed a set of seven criteria 
as indicators when general economic welfare is maximized. (32). 
*VMP = average revenue (price) x marginal physical product. 
MVP = marginal revenue x marginal physical product. 
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Classical consumption theory can be viewed from the point of marginal 
utility theory and indifference curve analysis. The criteria necessary 
for maximizing satisfaction in utility analysis are 
MUl MU2 MUn 
pT ' W  
With indifference curve analysis, maximization of satisfaction is attained 
when the slope of the income line is equal to the slope of the indiffer­
ence curve. 
Policy makers or policy implementers, whether working in private 
industry or government, require a set of criteria for carrying out the 
assigned programs most efficiently. Before any individual or group of 
individuals can intelligently determine their most profitable alternatives 
and allocate their resources accordingly, they must have at their dis­
posal a method of determining which alternatives will yield the greatest 
long run returns. Further, in conjunction with these alternatives, indi­
viduals must have at their disposal a set of techniques through which 
they can implement their assigned tasks. 
Because of the inadequate training of consumer marketing personnel, 
as pointed out in the previous chapter, this study is designed to assist 
consumer marketing personnel in their decision making regarding the types 
and relevance of information to disseminate as well as provide some ana­
lytical techniques which they can implement in their day to day program. 
The specific objectives of this study are: 
A. To develop a theoretical model for determining the priority of 
information consumer marketing specialists should disseminate. Since 
the characteristics of the population and market in different cities 
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vary, the priority of information supplied will vary among cities. 
By using statistical data which depict the characteristics of the 
population in the market and plugging it into the model developed 
in this study# consumer marketing personnel can determine the 
weights to place on various expenditures. 
B. To develop a theoretical behavioral model of the consuming unit 
drawing upon existing economic and psychological theory. Existing 
economic theory pertaining to consumer behavior is inadequate for 
applying to consumer marketing programs. Existing economic theory 
is internally and logically consistent but cannot be applied in 
the operation of a program such as this. 
C. To estimate the possible substitution rates of time and money 
between foods in various stages of processing. At the present 
time, consumers are faced with essentially three forms of food in 
the market: (1) fully prepared (2) partially prepared, and (3) 
completely unprepared. Knowledge of the substitution rates between 
these different forms of food is useful to consuming units in making 
rational and more satisfying buying decisions. Specifically, under 
this objective the following hypotheses will be tested: 
a. That there is an inverse relationship between the degree 
of processing of a food item and preparation time in the 
kitchen. 
b. That there does not exist a consistent inverse relation­
ship between the degree of processing of a food item and 
the cost of the item. 
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c. As the degree of processing of foods within a food menu 
increases, the aggregate preparation time decreases while 
aggregate costs increase, except in the case of partially 
prepared foods. 
d. As the degree of processing of specific foods within a menu 
increases, the preparation time of the specific food 
decreases but the aggregate cost of all foods does not 
increase. 
D. To develop a model for estimating "Best bqys" of different types 
of foods. At the present time personnel working in consumer edu­
cation base their "Best buy" criteria on factors such as large 
supply of the commodity or low absolute price of the commodity. 
These criteria are inadequate to determine the items to be 
recommended as "Best buys." 
Procedures 
The model for determining the priority of consumer information is 
based on traditionally accepted economic concepts. The logic for using 
these concepts in the model and integration of these concepts into a 
conceptual whole is corroborated, wherever possible, by existing research 
data. 
The behavioral model of the consuming unit is an attempt to bridge 
the concepts of economic theory with psychological theory. More specif­
ically, it combines selected economic concepts with segments of psycho­
logical learning theozy. 
To accomplish the objective of estimating the substitution rates 
between time and money of foods in various stages of processing, a lab­
oratory case stucty technique was used. The data for estimating the sub­
stitution possibilities between time and money were obtained from tests 
conducted by home economists in the Department of Home Management at 
Iowa State University. The actual data were obtained from a series of 
tests conducted under controlled conditions by two home economists in 
the kitchen of a home management house at Iowa State University. The 
tests were conducted during May, June and July of 1958. 
4r 
In striving for realism in determining the time for food preparation, 
the home economists determined the recommended average size servings of 
each food used in the study. These recommended servings were based on 
"Weights of Food Eaten per Meal by 2I4.O Women, 30-92 Years of Age" 
Technical Bulletin 244, North Central Regional Publication 37, December 
1954, as well as personal judgment of the home economists. With these 
average size servings they then estimated the amount of food necessary 
to obtain average size servings for a family of four. For realism, where 
it was not practical to prepare just four servings of certain foods, a 
large quantity of cakes, cookies, pies and meats was prepared. In such 
cases, the total preparation time was based on the total quantity prepared 
while the cost per serving was based on the total number of servings 
prepared. In this case, the serving size was still based upon the recom­
mended allowances found in Technical Bulletin 244. Because of the use 
of this realistic method, (purchasing of foods which are available to 
homemakers in retail stores) the size of serving for the same food in 
different stages of preparation was not equal. The servings were not 
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standardized since it vas felt that it vas more useful to homemakers to 
know the actual size of servings they may expect from a retail unit at 
different levels of preparation and the actual cost of this serving. The 
cost per serving in every case (vhere only enough was prepared to feed 
four persons or where larger portions were prepared) was determined from 
the total cost of all ingredients used including seasonings. A table 
for various unit costs of the basic ingredients such as fat, milk, sugar, 
flour, eggs and seasoning was set up at the beginning of the experiment 
so that costs for these would be uniform throughout. 
The model for estimating a "Best buy" is based on the economic con­
cept of relative prices. To empiricize this model, actual retail prices 
were used in conjunction with the edible portions of various foods. By 
using prices during different times of the year, it was demonstrated 
that the important factor in estimating a "Best buy" was the relative 
prices of the commodity and its substitutes rather than the absolute 
price of the commodity. Two general techniques were used to illustrate 
that a "Best bty" is not a constant but will vary over timet (1) situa­
tions where the price spread between two substitute commodities varies 
over time and (2) situations where the price spread remained constant 
over time but cooking method of the items varied. 
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A MCDEL FOR DETERMINING THE PRIORITY 
OF CONSUMER INFORMATION 
The need for developing a set of criteria for determining the pri­
ority of consumer information arose because of three major factors: 
(1) the inadequate training of consumer marketing specialists discussed 
previously and (2) the dynamic nature of the American economy. Continuous 
changes external to the consuming unit have made the purchasing function 
of families more complex. Introduction of new products, new forms of 
old products, new services and constant changes in commodity supplies, 
prices and qualities all increase the scope and complexity of the pur­
chasing decision. In addition, the increased emphasis on advertising 
made more information available to consumers. However, along with this 
additional information, consumers inherited problems of evaluating this 
information. Total advertising expenditures increased from approximately 
six billion dollars in 1950 to about nine billion dollars in 1955. In 
1955 alone, American industry spent an average of $53 per person on 
advertising, hoping to persuade consumers to buy a particular product 
or line of products (30). Food manufacturing corporations followed the 
same pattern of increasing advertising expenditures as did American 
industry as a whole. Advertising expenditures by corporations manufac­
turing food and kindred products more than doubled between 1947 and 1957, 
increasing from 319.5 million dollars to 758.8 million dollars (23). 
The third factor contributing to the need for developing a system 
of logic for determining the priority of consumer information is the 
multi-functions performed by the head of the decision-making unit, be 
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it male or female. 
Industry has taken definite steps in the attempt to make certain 
that it receives the highest possible return for money spent. Business 
firms hire specialists to bqy one or a group of related items at the 
best terms (i.e. price, quality, style, delivery time, etc.) possible 
for the organization. 
The hamemaker, on the other hand, must purchase many different items 
with insufficient time to learn all there is to know about each item she 
buys. Many times, the only information she has is the word of the 
retailer selling the product. 
Increased use of gadgets has lightened the burden of housework, 
once the consumption items have been purchased. However, the increased 
number of products available makes the task of selecting items for home 
use more difficult for the homemaker. Furthermore, many items formerly 
raised or made at home are now purchased from merchants, thereby increas­
ing the size and scope of the selection problem. 
The wide variety of daily tasks that the homemaker performs makes 
it very difficult for her to be certain she is allocating her time and 
money resources efficiently. Her duties are much more varied than the 
assignments which business allocates to its individual employees. The 
housewife must purchase food, clothing, toys, candy, furniture, appli­
ances, medical services, reading material, and many other things. She 
must rear children, clean house, act as the family chauffeur, serve on 
PTA committees, and still have dinner ready at six P.M. Anyone who is 
purchasing such a wide variety of goods and services in addition to other 
duties, cannot maintain a detailed current knowledge of the qualities, 
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style, and price of all the different items. Household management under 
the conditions of routine family life is not a specialized function. A 
homemaker*s duties vary from day to day. Unlike business management, 
home management does not lend itself as readily to a systematic routine. 
As a result household management efficiency may not achieve the same 
level as business management efficiency.* 
Most families bsve a relatively fixed weekly income. This income 
must be spent for such things as food, clothing, housing, furnishings, 
transportation, savings, and miscellaneous. The manner in which the 
family income is spent depends upon (1) the desires of the entire family, 
(2) desires of individual members of the family, (3) the knowledge the 
family possesses about various items they purchase, and (U) the extent, 
accuracy, and quality of expenditure planning by the family. These 
spending needs are interdependent. If more is spent than the amount 
earmarked for one category, then the family must reduce or postpone 
expenditures in some other categories, reduce family savings, or use 
credit. 
Each family tries to spend its income in a way that will provide 
- the greatest satisfaction for that family. Yet, families often do not 
achieve this goal to the fullest extent possible. Consumers can base 
*The firm profit maximization principle cannot be applied here. If 
the consumer maximization principle (maximization of satisfaction) is 
employed as a criterion then it can often be observed that this criterion 
is often not attained. Part of the reason that consumers fall short of 
this criterion is the lack of available information, no definite idea of 
goals, differential perception of goals between the consumers and 
observers as well as many other factors. Some aspects of these variables 
which prevent maximization of satisfaction will be discussed in the next 
section. 
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their actions only on the amount and degree of accuracy of information 
available to them. In order to do an efficient job of selecting and 
interpreting information for consumer use, consumer marketing personnel 
must have an understanding of the interdependence of all consumer expend­
itures and how it influences the income spending process. Furthermore, 
they must have knowledge of the characteristics of products used in con­
sumption. Such knowledge on the part of marketing personnel will facil­
itate the implementation of the criteria developed below. 
Criterion I - Proportion of Total Income 
Spent on Different Categories 
Surveys have shown that families do not spend the same proportion 
of their income on different expenditure categories (50). Some expendi­
ture categories are more important than others. Therefore, a lack of 
knowledge on the consumer's part may result in larger losses (in money 
terms) in one expenditure category relative to another. Recognizing 
this differential in the amount of possible loss in different expendi­
ture categories, a priority system should consider the proportion of 
total income spent on different categories. 
Table 3 shows how families in different income classes allocated their 
expenditures among categories in 1950. To apply the criterion of provid­
ing information on the basis of relative importance in the expenditure pat­
tern, the expenditure pattern of families as a whole and by income classes 
is required. Use of this single criterion in a program would require 
expenditure data for a particular region or city.* For the United States 
*For an example of the type of data available in a city see: (16, 
p. 27-43). 
Table 3. Average family expenditure for major groups of goods and serv­
ices purchased as a percentage of total expenditure for current 
consumption, 1950a 
Income 
Food and 
beverages Tobacco Housing 
Fuel, light, 
refrigeration 
Household 
operation 
Class*3 
Under $1,000 
% 
34.59 
% 
1.17 
% 
18.70 
% 
7.51 
% 
4.93 
$1,000-2,000 36.31 2.04 15,67 6.Q5 4.64 
$2,000-3,000 34.69 2.13 12.80 4.82 4.16 
$3,000-4,000 32.80 1.96 11.51 4.34 4.06 
$4,000-5,000 31.06 1.89 10.92 3.96 4.18 
$5,000-6,000 30.21 1.65 10.25 3.69 4.49 
$6,000-7,500 29.06 1.57 10.26 3.46 4.63 
$7,500-10,000 28.91 1.45 9.90 3.38 5.44 
$10,000 and over 24.51 1.03 10.69 2.80 8.96 
All families 
combined 31.38 1.78 11.50 4.15 4.67 
aSource: (50). 
1^9^ 0 income after taxes. 
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Clothing, Recreation, 
Furnishings, clothing Transpor- Medical Personal reading, 
equipment service tation care care education Misc. 
% % % % % * * 
4.30 6.26 7.20 7.12 1.96 3.37 2.76 
4.92 9.22 7.92 5.43 2.43 3.68 1.58 
6.40 10.30 10.89 5.30 2.43 4.67 1.43 
6.64 10.78 13.33 5.49 2.32 5.69 1.09 
7.38 11.44 14.36 5.08 2.22 6.31 1.17 
7.21 12.27 15.48 4.83 2.21 6.26 1.44 
7.16 12.81 15.62 4.96 2.12 6.92 1.44 
6.39 13.55 15.45 5.25 2.08 6.86 1.34 
8.42 14.10 12.79 4.14 1.86 7.81 2.88 
6.85 11.48 13.39 5.17 2.23 5.93 1.44 
22 
as a whole, consumers spent approximately 31 percent of their expendi­
tures for current consumption on food, beverages and tobacco and only 
about 6 percent on recreation, reading and education. Therefore, if only 
this single criterion were applied, a general recommendation would be 
that more emphasis be placed on the food category relative to recreation. 
In general, as income rises the proportion spent on food, beverages 
and tobacco (1*2), housing, fuel, light and refrigeration and personal 
care declines while the proportion spent on household operations, fur­
nishings and equipment, transportation and recreation, reading and edu­
cation increases. This change in the distribution of expenditures among 
categories has implications for the consumer marketing program. Cross 
sectional data indicate that as income increases, or as a redistribution 
of income results in a larger proportion of families in the higher income 
classes, the emphasis on information dealing with food and beverage, 
tobacco, etc., should decline with a greater emphasis being placed on 
the household operation, furnishings and equipment, etc. expenditure 
categories. 
Criterion II - Number of Alternative Forms Available 
Another consideration in determining the type of information useful 
to consumers is the different forms of a product from which choices must 
be made. If a consumer decides to buy canned beets the choice is between 
whole, cut, sliced, or cubed beets. Furthermore, a choice must be made 
between an 8Z tall, No. 1 picnic, No. 2 vacuum, No. 303, No. 2, No. 2^  
or No. 10 can. Finally, the consumer is faced with a choice among several 
brands. To make a rational selection of form, size and brand the consumer 
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must have information about quality differences, price differences, yield 
differences and preparation time differences. -
The same consumer buying thread must only decide between cotton and 
rayon, and the color, length and thickness she wishes, since quality and 
price differences among threads are not as great as among beets. Items 
having many substitutes make it more difficult for consumers to make 
intelligent choices. Information concerned with such items will be more 
useful to consumers than information concerned with products having only 
a few forms or qualities. 
Criterion III - Flexibility of an Expenditure Category 
A third criterion useful for evaluating the relative importance of 
consumer marketing information is the degree of flexibility of an expend­
iture category or item. Some consumer expenditures are quite fixed in 
the short run. Little adjustment can be made in expenditures for taxes 
or rent. Of course, it is possible to move to a lower tax area or a 
different house. But this takes considerable time and effort. And in 
many cases the savings in taxes or rent may be offset by the cost of 
moving. 
A second group of expenditures can be classified as relatively 
stable. Examples are utilities and food. Families can make only slight 
adjustments rather than drastic ones. They can reduce the number of 
meals eaten in restaurants ; they can perhaps reduce the amount of food 
they consume, but only slightly; and/or they can shift to lower priced 
foods. However, a minimum level is quickly reached and it is very dif­
ficult and perhaps nutritionally unwise to go below this minimum level. 
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Consumers can also curtail, somewhat, the amount of electricity or gas 
they use. But it would be absurd to sit in the dark and stop eating 
cooked meals. 
The third group of expenditures falls into the quickly variable 
class. Recreation and to some extent transportation are in this grouping. 
Consumers react quickly and often quite drastically when price, income or 
taste changes occur for this expenditure group. More consumer knowledge 
in these areas would facilitate optimum expenditure disbursement and 
adjustments in terms of both rapidity and magnitude. 
The proportion of fixed to variable expenditures will affect the 
consumer's ability to adjust to a more desirable consumption pattern. A 
consumer with a large proportion of his income committed to fixed pay­
ments cannot readily take advantage of price reductions since most of his 
present and perhaps future income is committed for a definite time period. 
A consumer having a large proportion of variable commitments is in a 
better position to adjust to short run price changes. 
To sum up, consumer marketing information should be directed towards 
categories where consumers are consciously trying or are forced to make 
adjustments. Priority of categories will vary over time as a result of 
changing economic and social conditions. This criterion of information 
evaluation may be applied within individual expenditure categories as 
well as between categories. 
An illustration of single category application within the food group 
might be fresh milk purchases. Only minor expenditure adjustments are 
likely to be made with fresh milk purchases, both as to quantity and 
price, since a minimum of milk is considered necessary and price 
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differences between milk companies in a given community are small or 
negligible. (It is possible to shift to diy milk products—but this is 
a different form. ) However, information dealing with meat could enable 
the consuming unit to make adjustments between different kinds and grades 
of meats and meat substitutes. 
Even though consumers are not able to make food consumption shifts 
that will result in sizeable savings, the large number of different forms 
and substitutes available in some expenditure categories (food for 
example) make detailed information desirable in these areas. 
Figures 2 and 3 (S>6) show the proportion of personal disposable 
income (after taxes) that has been spent on various consumption categories 
over a period of years. The size and direction of adjustments in these 
categories vary over time. The size and direction of adjustments in these 
categories represent all consuming units in the country. There are marked 
differences between families, within and between cities and regions.* 
However, for this study use of national data is sufficient to illustrate 
the application of this criterion. 
These data bring out several important points. Spending adjustments 
in all the categories are not uniform, either in size or direction. 
Larger adjustments have taken place in the clothing category than in the 
household operation category. Furthermore, since 19U7, the proportion 
spent on household operation has been declining; the proportion spent for 
housing has been increasing. Even though the size and direction of change 
has not been uniform for all families, these data do indicate that shifts 
*For between city and within city differences see: (16, pp. 17-U3). 
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take place in spending resulting from changes in income, taste and other 
causes. 
A second point is that the size of expenditure adjustments changes 
over time. Therefore, the emphasis of consumer marketing information 
between categories and within categories will change accordingly.* 
*In determining how the emphasis between categories might be changed 
as a result of expenditure adjustments that have occurred, it is necessary 
to use an ordinal measuring technique rather than cardinal measurement. 
For example, assume a consumer marketing specialist is devoting 35% 
of his time to providing food information and 8% to clothing and personal 
care information. Furthermore, he knows that approximately 30% of total 
U.S. consumer income is spent on food (including services) and about 10% 
on clothing and personal care. Further assume the consumer makes a +105? 
adjustment in food expenditures and a +25% adjustment in clothing and 
personal care expenditures. 
Using criterion III alone would make it justifiable for the consumer 
marketing specialist to increase the emphasis on clothing relatively more 
than on food. However, a realistic interpretation of the degree of adjust­
ment and shift in information emphasis requires the combining of criteria 
I and III as shown below. 
Combining criteria I and III to determine the required adjustment 
F G 
Adjusted 
change in 
D 
expend­ Ratio 
A B C E itures by between 
Per combining adjusted 
Ratio Propor­ centage Ratio criteria I expend­
Orig­ between tion change between and III itures 
inal original of new in changed (ratio of using 
expend­ expend­ expend­ expend­ expend­ column B criteria 
iture itures itures itures itures x column D) I ahd III 
% 
Food 
% % % 
30.0 33.0 3.0 9.0 
3:1 1.2:1 3.6:1 
Clothing 
10.0 12.5 2.5 2.5 
By using criterion I, the relative importance of food to clothing is 
in the ratio of 3:1. Use of criterion III, results in a ratio of change 
of 1.2:1. A weighting system which makes use of criteria I and III 
(Footnote continued on next page) 
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Between I9I4O and 1955, shifts in spending for clothing, accessories 
and personal care were larger than adjustments during the 1930's. On the 
other hand, food adjustments were apparently larger during the 1930's 
than during 19U7-55* Superficial inspection of these expenditure shifts 
would lead to the conclusion that more emphasis should be placed on the 
clothing category relative to the food category. 
Before this conclusion is accepted as valid, several other aspects 
must be recognized: 
1. The proportion spent on food and services for home consumption 
has increased while the proportion on clothing has declined (application 
of Criterion I). Furthermore, major adjustments in eating habits have 
taken place. For example, rather large shifts are quite evident in the 
consumption of individual meats (hi), fruits, vegetables and cereals. 
The consumption of meats, fruits and vegetables has increased. Consump­
tion of cereals has declined. 
2. Clothing purchases are not made as often as food purchases. 
Application of criterion II leads to the conclusion that emphasis on 
food marketing information should be increased relative to clothing, 
although aggregate data at first glance did not bear out this conclusion. 
Aggregate data are useful for certain jobs. However, they can be 
misleading unless the underlying factors are fully recognized and under­
stood. 
3. The relative position of expenditure categories is constantly 
*(Footnote continued from previous page) 
results in a ratio of 3.6:1. 
A ratio of 3.6:1 provides a rough approximation of the relative 
change required by marketing specialists to keep up with consumer adjust­
ment. 
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changing. A smaller proportion of disposable income was spent on pur­
chased meals and beverages between 1929-36 than the proportion spent on 
recreation or personal business. Since 1939 this allocation pattern has 
been reversed. The proportion spent on purchased meals and beverages 
has been consistently above the latter two categories. 
Also, the share of housing in the consumers' expenditure pattern 
(except for 19U9, 1950, and 1955) has been consistently higher than the 
proportion spent on transportation. However, the spread between the two 
has narrowed considerably since 19U6. It is possible that future expend­
itures on transportation may be consistently higher than housing expend­
itures, thereby requiring adjustment in the emphasis placed on these 
categories. 
Criterion IV - Quality and Efficiency of Consumer Planning 
A fourth criterion for evaluating the priority of consumer marketing 
information is the quality and efficiency of expenditure planning that 
consuming units make for different categories of expenditures. This 
criterion introduces the economic concept of imperfect knowledge on the 
part of the consuming unit. Risk and uncertainty is implicitly dealt 
with in this criterion. 
Planning efficiency can be judged by the difference between planned 
and actual expenditures. Such a comparison of anticipated and actual 
expenditures reveals the expenditures categories in which consuming units 
are most inaccurate and, therefore, in great need of additional infor­
mation. Stppose such an analysis reveals that a relatively large dis­
crepancy exists between what consuming units plan to spend on food and 
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what they actually spend. One thing that such findings suggest is that 
these consuming units have insufficient information for accurate planning 
of their food expenditures. Discrepencies between planned and actual 
expenditures may also occur because of unforeseen happenings. However, 
for discrepencies found in food expenditures it can be assumed that the 
difference is because of insufficient knowledge at the planning stage. 
This hypothesis would not be valid, however, in other expenditure cate­
gories such as the medical or transportation category. 
Table I4 can be utilized to illustrate how consumer marketing per­
sonnel can estimate the priority of information supplied based on cri­
terion IV. 
Table it. Percent of families with actual expenditures in excess of 
planned expenditures, 19f>Ua 
Percent having expenditures in 
Expenditure category excess of planned expenditures 
Food 35 
Clothing 37 
Personal care 23 
Health 37 
House operation 59 
Repairs 22 
Church, school, etc. 1;7 
Insurance (personal) k9 
S^ource: derived from (2) 
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These data show how accurately 83 New Hampshire farm families were 
able to plan their 195U expenditures in 195>3. About half of the families 
underestimated their expenditures on insurance, house operations and 
church, school, etc. But only about 22-23 percent underestimated their 
repair and personal expenditures. This criterion applied in isolation 
implies that this group of farm families needs more information about 
insurance, household operations, church, school, etc. relative to repairs 
and personal care information if the criterion of maximizing of consumer 
satisfaction is to be attained. The insurance, household operations and 
church, school, etc. categories are relatively fixed categories so the 
underestimation of expenditures is more likely due to inaccurate planning 
than unforeseen happenings. 
Similar information for other population groups probably would reveal 
differences between planned and actual expenditures. Such differences 
provide guides for shifting the priority of consumer information. 
Criterion V - Differentiation of the Audience 
A final criterion necessary for the efficient operation of a con­
sumer marketing program is a methodological technique for matching rele­
vant information to consumer groups. This involves the question of 
whether information is to be "tailored" to the needs of specific consuming 
units, or whether a "shot gun" approach should be used to reach all con­
suming units with identical information. 
Knowledge exists that there are differences in spending patterns, 
rates of adjustment to change, and accuracy of planning. Therefore, the 
usefulness of similar information varies among consuming groups. As a 
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result, some units will find certain information more relevant to their 
needs than others. Therefore, information directed to meet the needs of 
specific consuming groups will increase the overall efficiency of any 
consumer marketing program. 
With a given income, a consuming unit has a given range of altern­
ative actions. Information outside this range has no economic signif­
icance for the consuming unit. For example, information pertaining to 
price seasonality of sturgeon is probably meaningless for the low and 
low-middle income groups. Sturgeon may well be outside their range of 
purchasing ability. Regardless of what the price seasonality might be, 
these groups will continue to consume sardines or other low cost seafoods. 
This does not imply that information of this sort is valueless. It 
does, however, suggest that such information would find a more receptive 
audience among the higher income families. These consuming units possess 
the income to purchase sturgeon frequently and knowledge of price sea­
sonality may help them in their decision making regarding the timing of 
sturgeon purchases. 
Many items are either voluntarily or involuntarily outside the range 
of the consumers' buying pattern. Thus, the marketing specialists require 
a knowledge of the consumption pattern as well as the motivating forces 
of different consuming units. 
To illustrate how specific food information might be supplied to 
specific consuming units, it is useful to break consuming units into 
low, middle and high income classes, recognizing that within any one 
group all units may not be influenced by forces of the same magnitude. 
In general, however, it can be hypothesized that consuming units 
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purchasing food are interested in three major attributes: (1) price; 
(2) convenience; and (3) quality.* The order of importance of these 
attributes will vary among consuming units. The difference in impor­
tance of these attributes is illustrated in Figure U (5U). 
Low income group Major considerations in this group often are 
price and quality in that order. This group cannot afford to purchase, 
in unlimited quantities, the convenience connected with ready to serve 
foods. Therefore, information dealing with convenience is of less value 
than would be among higher income groups. Price and quality information 
can help this group in making purchases at a lower cost or at the same 
cost but higher quality. If these consuming units are able to purchase 
food at lower cost, they can then use this "saved money" to buy addi­
tional food or other items previously outside their relevant range. This 
presents the possibility of increasing consumer satisfaction without 
additional outlay of money. 
*This hypothesis is supported by: National Analysts, Inc. An 
exploratory study of the marketing information program for consumers. 
Pennsylvania, Pa. 1958. 
The hypothesis does not imply that all consumer marketing per­
sonnel are required to use the same type of income breakdown or primary 
interest grouping. Marketing specialists have to determine the appro­
priate classification suited to their own clientele. Income groupings 
have been used as a method of classification in this example. In many 
instances this classification system will not be the most appropriate. 
Other classifications using occupation, religion, nationality, geographic 
areas, etc. may be more desirable for a particular marketing program. 
Furthermore, each specialist will have to determine his own hier­
archy and type of primary interests suited to his own clientele. The 
specialist, in some cases, may find it useful to include such primary 
interests as social status and perhaps discard price or quality as one 
of the primary interests. The classifications in this study are only 
examples. The characteristics of the marketing specialist's clientele 
will determine the classification system and ordering of primary 
interests. 
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Middle income group This group consists of basically two types 
of consuming units. First, the low-middle income group which still con­
siders price and quality as major considerations in food purchases. How­
ever, this group has somewhat more money than the low-income group, and as 
a result has some interest in the convenience factor. Second, the middle 
and high income consuming units in this general group are not too restric­
ted by income. These consuming units are more apt to consider convenience 
as the important attribute of a food item and think of price and quality 
as secondary factors. Some of these families have both husband and wife 
working; here there is less time available for meal preparation, so they 
depend more on partially prepared and ready to serve foods. The priority 
of information for a majority of this group of consuming units has the 
following hierarchal ordering : (1) convenience and (2) price-quality or 
quality-price. 
High income group Families in the $10,000 and over income group 
generally are not restricted by income when they purchase food. Their 
purchases depend primarily upon the quality and convenience attached to 
the food, price is a secondary consideration. Therefore, consumer mar­
keting specialists would supply consuming units in this group with infor­
mation in the following order of importance: (1) quality, (2) conven­
ience, and (3) price. 
Integration of the Criteria 
Each consumer marketing specialist has the problem of determining 
the priority of information if the objective of maximization of consumer 
satisfaction is to be attained. The following illustrates how the 
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criteria developed can be used in a practical situation by marketing 
specialists in approximating their priority of consumer information: 
A. Since the specialist is aware of income differences within 
regions, states or cities, the first step in developing a priority system 
is to determine the proportion of consuming units in each income class. 
Upon investigation, if the marketing specialist determines that in 1959, 
in Des Moines for example, ll|..5 percent of the consuming units are in 
the low income class (under $2,U99), 60.6 percent in the middle income 
class ($2,500-$7,000), and 2lu9 percent in the high income class (over 
$7,000), (U8) this would lead to the conclusion that relatively more 
information should be devoted to meeting the needs of the middle income 
class relative to the other income groups.* 
B. The next step in applying the criteria is to determine the nature 
of the expenditure pattern of the middle income class. Assume that the 
marketing specialist finds that the middle income class spends approx­
imately 35 percent of its income on food, 15 percent on clothing, and 
10 percent on transportation. Such an expenditure pattern would indicate 
to the specialist that relatively more emphasis should be placed on food 
*For simplicity, we deal only with the middle income group from this 
point on. The consumer marketing specialist must follow a similar pro­
cedure for the income groups to arrive at the type of information that 
should be directed towards them. 
**This inplies knowledge of tastes, past adjustments, social influ­
ences, etc. Information pertaining to expenditure patterns may be 
obtained from various federal and state publications as well as through 
local investigations. 
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than on the other expenditure categories.* 
C. The specialist's next step** is to determine the kinds of food 
being consumed by the middle income class. Assume the marketing special­
ist finds that food items A, B, C, X, Y, and Z are being consumed. Con­
sumer panel studies may show that X, Y, and Z are quite variable in the 
consuming units consumption pattern while A, B, and C are relatively 
f ixed. 
Table 5 shows the variability of consumption items by Des Moines 
families. For most items, changes in use were rather small but for some 
selected items percentage changes of families using a certain item were 
rather drastic. The most dramatic change in the percent of families 
using a certain item occurred in the frozen concentrated orange juice 
category. This would indicate that a relatively larger emphasis was 
necessary on this item. On the other hand, many other items such as cold 
breakfast food, fresh milk, and bread showed little change. 
Another interesting facet of this table is the decline in use of 
instant coffee by Des Moines families from 57.1 percent in 195U to 53.6 
percent in I960. Use of packaged coffee, on the other hand, increased 
from 89.6 percent in Ï95L to 93.0 percent in i960. General belief is 
that instant coffee use has been continually increasing at the expense 
*A word of caution. Before a conclusion can.be arrived at, the 
specialist must acquire some knowledge of the consuming units' ability 
to plan. If the specialist finds that the difference between planned 
and actual clothing expenditures is larger than for food, he may have 
to conclude that clothing information might be relatively more important 
than is indicated by the expenditure pattern alone. 
**For simplicity, we deal only with food from here on. A similar 
procedure must, however, be followed for the other expenditure categories. 
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Table £>. Percentage of families in Des Moines using items available in 
food stores, 192k, 1956, 1958, and 1960a 
Percent using 
Item I960 1958 1956 19^ 4 
Baby foods 23.h 25.1 23.5 21.0 
Canned meats for babies 16.4 17.4 16.9 12.7 
Packaged coffee 93.0 90.8 92.2 89.6 
Instant coffee 53.6 60.1 48.4 57.1 
Cold breakfast food 95.6 94.9 93.5 95.4 
Butter 57.8 57.3 61.4 59.1 
Margarine 75.4 78.0 74.3 73.0 
Hot breakfast food 88.lt 88.4 83.6 78.3 
Shortening 88.6 90.2 92.5 86.2 
Packaged tea 87.6 88.2 89.7 88.1 
Fresh milk 98.6 98.2 98.3 
Canned milk 67.2 62.5 62.2 57.6 
Powdered or dzy milk 33.9 35.8 34.1 29.2 
All purpose flour 98.h 96.3 96.8 95.6 
Cake mix 78.2 78.2 74.1 73.8 
Cake flour 34.4 
Pancake or waffle mix 77.6 70.2 73.2 71.7 
Graham crackers 46.2 47.3 48.5 40.3 
Bread 99.1 97.3 97.7 98.5 
Soda crackers 90.6 87.2 88.8 83.2 
Potato chips 66.6 —— 59.6 54.1 
Bottled soft drinks 75.6 77.0 79.3 71.8 
Bottled soft drinks for mix 26.7 22.0 
Ice cream 63.3 67.4 59.6 54.6 
Ice milk frozen desserts 10.2 
Canned luncheon meat 34.3 34.1 39.3 4o.3 
Pork sausage 33.6 18.1 24.1 
Luncheon meat-packaged, sliced 46.1 33.6 
Liver sausage 13.8 13.4 9.8 10.7 
Packaged bacon 79.6 74.9 83.6 72.7 
Packaged ham 24.5 16.3 20.5 13.1 
Canned ham 20.1 
Packaged frankfurter 59.4 52.4 50.6 38.9 
Packaged rice 6o.4 58 61.9 53.4 
Sugar 99.0 97.5 97.2 98.0 
Macaroni products 79.0 76.4 78.0 74.1 
Refrigerated biscuits 25.9 18.7 
Canned tomato juice 49.0 45.8 37.3 39.5 
Canned fruit cocktail 59.0 58.4 54.6 51.5 
S^ource: (10). 
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Table 5. (Continued) 
Item I960 
Percent using 
1958 1956 1954 
Canned orange juice 21.7 23.7 17.1 19.2 
Instant mashed potatoes 28.0 
Liquid salad dressing 77.4 72.2 
Salad or cooking oil 60.8 66.7 
Mayonnaise and salad dressing 93.0 93.9 94.4 95.4 
Whip topping 24.1 10.2 
26.9 Canned dog food 23.2 25.9 25.6 
Dry dog food 22.2 21.7 20.9 20.4 
Peanut butter 90.4 86.4 
Catsup 94.4 95.5 94.6 88.2 
Froaen chicken pies 19.3 25.0 22.6 10.3 
Frozen beef pies 17.7 20.1 14.5 
Frozen fish sticks 12.4 11.6 
Frozen fish fillets 12.4 13.3 
Frozen fresh fruit 28.0 32.2 35.1 27.4 
Frozen fresh vegetables 48.8 49.3 45.9 39.4 
Frozen concentrated orange juice 49.0 51.9 49.5 2 9.6 
Frozen concentrated lemonade 21.1 23.7 15.6 28.5 
Chili con came 31.6 29.9 
Canned tuna fish 70.2 69.2 65.1 60.3 
Canned peas 72.0 70.2 71.3 68.7 
Canned com 77.0 77.3 75.0 67.2 
Frozen dessert pies 11.4 9.5 
Chewing gum 69.6 
Aluminium foil 81.8 79.2 71.3 67.0 
Soaps or detergents for 
dishes (powdered) 40.7 49.4 59.4 
Soaps or detergents for 
dishes (liquid) 77.2 68.3 63.8 
Soaps or detergents for 
fine fabrics (powdered) 51.2 57.8 61.2 
Soaps or detergents for 
fine fabrics (liquid) 31.0 26.5 22.2 
Soaps or detergents for 
laundry (powdered) 95.7 94.1 92.9 
Soaps or detergents for 
laundry (liquid) 15.8 12.8 42.2 
Toilet soap - bath 94.8 95.5 96.8 96.7 
Toilet soap - face and hands 98.6 98.8 99.6 98.5 
Toilet bowl cleaner 66.0 72.5 70.5 68.3 
Powdered scouring cleanser 94.4 95.3 94.4 92.7 
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Table 5 (Continued) 
Item I960 
Percent using 
1958 1956 1954 
All purpose cleaner - powdered 69.4 
All purpose cleaner - liquid 62.0 
55.0 Room deodorants 65.0 
Packaged water softeners 19.0 20.5 19.6 22.1 
Dry laundry bleach 2l;.6 24.2 22.0 24.4 
Liquid laundry bleach 83.6 84.1 72.4 82.3 
Liquid floor wax 88.0 86.5 90.4 86.4 
Paste floor wax 40.2 39.0 43.8 41.1 
Liquid starch U.2 4o.l 39.8 31.4 
Powdered starch 57.4 62.4 63.0 74.7 
Toilet tissue 98.4 98.4 98.3 96.9 
Paper napkins 80.2 • 80.7 77.2 71.8 
Wax paper 92.H 91.0 91.8 86.2 
Paper towels 65.6 58.8 53.9 42.2 
Cigarettes (all types) 68.5 67.0 69.8 65.8 
Cigarettes (with filter) 48.1 44.7 28.3 11.4 
Cigarettes (without filter) 34.4 
Pipe tobacco 20.4 21.9 
of packaged coffee. However, these data indicate the trend has been 
reversed in Des Moines. The generally believed trend, however, holds 
for Iowa as a whole. Use of instant coffee by all families in Iowa 
increased from 53.6 percent in 1954 to 60.7 percent in I960. This points 
out the importance of differentiating information for specific groups. 
Relative importance of information pertaining to instant and packaged 
coffee for Des Moines families differs from that of all Iowa families. 
On the basis of the variations of items Jl, B, C, X, Y, and Z the 
marketing specialist can conclude the following: information dealing with 
X, Y, and Z will be of greater benefit than information about A, B, and C 
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because relatively greater adjustments are possible in the consunption 
of X, Y, and Z than in A, B, or C (application of Criterion III). 
D. The consumer specialist's next step is to determine the number 
of brands and forms of X*s, Y's, and Z's the consumer can choose from. 
If there are many more forms of X and Y than there are of Z, the marketing 
specialist can conclude that he should supply relatively more information 
about X and Y than Z. 
Summarizing the findings in each step of the model for estimating 
the priority of consumer information, the following is found: 
1. In step A, the marketing specialist concludes that information 
should be provided in the following order of importance: 
(a) Middle income class 
(b) High income class 
(c) Low income class 
2. In step B, the marketing specialist concludes that information 
should be provided in the following order of importance: 
(a) Food 
(b) Clothing 
(c) Transportation 
(d) Other expenditure categories 
3. In step C, the specialist concludes that information should be 
provided in the following order of importance: 
(a) Foods X, Y, and Z 
(b) Foods A, B, and C 
U. In the final step, the marketing specialist concludes that infor­
mation should be provided in the following order of importance. 
U3 
(a) Foods X and Y 
(b) Food Z 
The procedure outlined above may not be appropriate in all cases. 
It may not be necessary to proceed through all the steps before suffi­
cient guides are developed to estimate the priority of consumer marketing 
information. In many cases, it may not be necessary for marketing spec­
ialists to go so far as to place a priority upon individual foods. In 
the early stages of a consumer marketing program, the specialist may only 
go so far as to place a priority on food groupings. For example, fresh 
fruits and vegetables may have top priority followed by meats, canned 
foods and others. As the education process progresses beyond the initial 
stage, the marketing specialist may then continue the appraisal process 
by selecting individual foods or combinations of foods for more concen­
trated effort. At this point the marketing specialist would complete 
the procedure outlined above. 
a 
• A PARTIAL EQUILIBRIUM MODEL OF THE CONSUMING UNIT 
The model for determining the priority of consumer information 
developed in the previous section was based on economic variables and 
ex-ante data primarily. This type of model has some drawbacks. First, 
by using ex-ante data, the end product of consumer decision making is 
observed and from this observation possible changes in the orientation 
of the consumer marketing program are deduced. Use of such data gener­
ally involves considerable lag before any change in the program can be 
instituted. Behavior of consuming units may change by the time this 
reorientation of the program takes place. Second, by use of economic 
variables primarily in this model, it is impossible to give recognition 
to socio-psychological variables influencing the consuming unit. 
Indifference curve analysis, the traditional economic model used 
for explaining consumer behavior, can be one approach towards under­
standing consumer behavior. This insight into consumer behavior can be 
used as a first approximation for determining the types and relevance of 
information supplied to consuming units. However, the use of indifference 
curve analysis in polity making has several drawbacks. Besides the 
obvious shortcomings of indifference curve analysis being unable to handle 
problems of product indivisibility, not explaining the formation of indif­
ference curves, not being able to empiricize indifference curves (except 
for rough approximations of partial aggregate indifference curves) (28, 
57), assuming each individual is not influenced by others and assuming 
perfect knowledge on the part of the consuming unit, there are other far 
more serious shortcomings involved in the use of indifference curve 
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analysis. 
First, no one has been able to prove the existence of transitivity. 
This basic assumption upon which indifference analysis rests is implicitly 
assumed to exist. Psychological literature, on the other hand, indicates 
that transitivity is a function of the situation. This lack of proof of 
the existence of transitivity may well mean that the existence of indif­
ference curves is questionable. Second, indifference curves cannot be 
generalized but are related to a specific situation. Thus, as the sit­
uation changes, the ordering assumed in indifference analysis will change 
accordingly. Another shortcoming of indifference analysis is reliance 
on the rational economic man attempting to maximize satisfaction. This 
shortcoming has been recognized by Simon (iiH) in introducing the 
"satisficing concept." Satisficing, in the crudest sense, is the replace­
ment of the goal of maximizing with the goal of satisficing, or in other 
words the finding of a course of action that is "good enough." The 
reliance on the concept of the economic man as the best way individual 
happiness and welfare can be obtained is one of a line of concepts which 
has been used in western European thought (11). Prior to this concept 
of the Economic Man, there have dominated since Christianity two other 
concepts which Drucker designates, respectively, as the idea, i.e., the 
myth, of the Spiritual Man, and the idea or myth of the Intellectual Man. 
During the 1930's an additional concept or myth appeared among the fascist 
countries, that of the Heroic Man. 
Each of these concepts treats man's behavior as being influenced by 
only one set of variables ignoring all others. What is required is an 
intergration of all these concepts into a conceptual whole. A theory of 
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human behavior is inadequate if it relies solely on satisfaction of id 
wants, ego wants, superego wants, and enlarged ego wants as the explana­
tory variables of behavior; it is lacking if it uses price and income 
as the variables which explain behavior; it is also lacking if it depends 
on such variables as group pressures and values and attitudes as explain­
ing behavior. An adequate behavior theory requires an integration of all 
these variables for explaining behavior. Thus, what is called for is not 
the Economic Man, the Intellectual Man, the Spiritual Man nor the Heroic 
Man, but the Econ-socio«psychological Man. 
A final shortcoming of indifference curve analysis is the use of 
price and income as the only variables influencing market behavior holding 
tastes and preferences constant. This shortcoming may well be the most 
serious shortcoming of indifference analysis. If the logical implications 
of Galbraith's (l£>) thesis are fully traced out, then one comes to the 
conclusion that a model explaining consumer behavior must incorporate 
economic as well as non-economic variables. Although economic variables 
have played a predominant role in consumer behavior in the past, it is 
reasonable to assume that as our society moves toward greater affluency 
the relative weights of economic and non-economic variables will change. 
Non-economic variables may play a relatively more important role in 
influencing behavior than they did in the past. Therefore, a complete 
model for explaining consumer behavior to be used for policy making in 
consumer marketing programs must incorporate variables from social sci­
ences other than economics. 
The attempt to integrate economic models with concepts of the other 
social sciences has a long history. Attempts at integration of the social 
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sciences can be found in the works of the Spencerians, the Marxists and 
Institutionalists who integrated a number of specialized areas into 
erroneous generalities. The errors committed by these schools of thought 
need not, however, discourage scientists in their quest for an overall 
generalized model of consumer behavior. Boulding (5, pp. viii, 5) states: 
"Institutionalism in economics may be regarded as a 
premature attempt at synthesis of the social sciences, 
an attempt to synthesize bad economics, bad sociology 
and bad anthropology in a medium of subconscious emo­
tional bias....The integration is clearly coming, not 
by the erection of a vast and tenuous superdiscipline, 
but by the reaching out of all the specialized dis­
ciplines towards one another." 
Thus in the development of a model of consumer behavior based ini­
tially on economic premises, the science of economics must draw upon the 
other social sciences, both on the theoretical and empirical level. 
Parsons and Smelser (31, p. 6) state: 
"Economic theory should, according to this view, be 
regarded as the theory of typical processes in the 
•economy', which is a subsystem differentiated from 
other subsystems of a society. The specifically eco­
nomic aspect of the theory of social systems, therefore, 
is a special case of the general theory of the social 
system." 
As a result, economic theory cannot stand alone as it has in the 
past, except in a few cases, but must be treated as one of a family of 
special cases of a more general theory. This general theory is made up 
of subtheories involving different social sciences. Since these sub-
Systems are all part of a general system, a considerable overlapping 
is to be expected. Overlapping of subsystems raises an identification 
problem of the overlapping areas of the boundaries of these subsystems. 
Identification of these boundaries involves two major problems. First, 
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the communication problem between different social scientists. Often 
different terms are used to mean the same things by scientists in the 
different social sciences. For example, the economist's use of the 
Lexicographic Principle is analogous to the Hierarchy Principle of the 
psychologist, or the economist's use of the concept of increasing and 
decreasing returns in a production function is analogous to the psy­
chologist's use of positively and negatively accelerating learning curves. 
Second, is the problem of identifying the points of tangency or overlap 
of these subsystems. 
A behavior model of the consuming unit in actuality is then just a 
minor system within the subsystem of economics. As a result, the deve­
lopment of a behavioral model of the consuming unit necessitates the 
identification and integration of individual minor systems found in sub­
systems of different social sciences which make up the general system. 
The model developed in the following sections is developed first along 
the traditional partial equilibrium approach of Marshall, varying one 
variable and holding all others constant. Then, the variables ident­
ified in the Marshall!an approach are integrated into a general equil­
ibrium model. 
Partial Equilibrium of the Consuming Unit 
Explanations of consumer expenditure behavior have been contributed 
by mary different subsystems of the general system of economic and social 
sciences. Some of the explanations that have been proposed by disciples 
of these subsystems follow: 
1. Some have maintained that immediate influences are the major 
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factors affecting behavior. Specifically, these immediate influences 
are such variables as price, income, expectations, taste and preferences, 
and others. Economists and some psychologists, Levin and Katona for 
example, take this position. 
2. Certain social scientists hold the view that the influence of 
the socio-cultural environment is the predominant factor affecting 
behavior. Such individuals maintain that consumer desires and attempts 
to fulfill these desires through purchasing behavior or other means are 
determined by the consumer's standard of living, which in turn, is influ­
enced by the socio-cultural conditions facing the consuming unit. 
3. A group of other investigators maintain that the effect of 
institutional availability is the primary factor in influencing consumer 
behavior. They feel that consumers are influenced by existing insti­
tutional factors. They feel that consumer expenditures are primarily 
influenced by such variables as advertising, method of display, credit 
control, rationing, legal requirements, business procedures, availability 
of consumer items, or taxes. 
In Biologically based needs, drives and instincts are another 
explanation of consumer behavior. Writers following this line of reason­
ing maintain that all desires and resulting behavior are derived from 
certain needs or instincts which are biologically or genetically based. 
It is obvious from all these explanations that no single discipline 
is capable of explaining consumer behavior in its entirety. The diversity 
of views regarding consumer behavior provides some notion of how little 
is known about the consuming unit. This diversity of viewpoints supports 
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the contention that each of the disciplines concerned with consumer 
behavior is a subsystem of a general theory of economic and social 
behavior. A more adequate understanding of the consuming unit's behavior 
requires the integration of these subsystem viewpoints into a general 
system of consumer behavior. A first step in developing such a model 
of consumer behavior, taking into account the variables contained in the 
subsystems, involves the identification of variables influencing the con­
suming unit. Listed below are the aggregate variables believed to have 
an impact on consumer behavior. 
Situational variables 
A consuming unit's evaluation and choice of alternatives, which, in 
turn, influences their behavior is affected by day to day happenings. 
Changes in the consuming units plane of living, level of uncommitted cash 
balances, income level, prices, information, evaluation of its financial 
situation as well as other situational variables, play some role in the 
behavioral pattern of a consuming unit (U). 
A consuming unit's perception and reaction to these situational 
variables is partly influenced by the non-economic as well as economic 
variables. Values, attitudes and other non-economic variables are basic 
variables influencing the value of the elasticity coefficient so often 
used by economists. Price elasticity of a particular commodity is 
generally thought of as a function of the number of substitutes for the 
commodity and the relative prices of these substitutes. However, under­
lying the evaluation of substitutes is the consuming unit's subjective 
criteria of what it considers a substitute. One consideration in 
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determining which are substitutes is the relative prices between com­
modities. However, what the consuming unit considers favorable or 
unfavorable relative prices may be a function of values, attitudes and 
other non-economic variables acting upon the consuming unit. Such vari­
ables play a major role in determining whether a particular consuming 
unit considers two or more commodities as substitutes. The fact that 
these commodities may have favorable price ratios from the point of view 
of the researcher may be irrelevant. Unless these items fit into the 
relevant range, as defined subjectively by the consuming unit, they may 
not be considered substitutes in the true sense. Thus, lack of substi­
tutes, originating because of such non-economic variables, may result in 
relatively low price elasticity or cross-elasticity in spite of the fact 
that these commodities may appear to have favorable price ratios. 
Changes in situational variables may have many effects on the con­
suming unit's behavior. For example, a decline in ready cash or increase 
in debt may cause some consuming units to reduce the number of alterna­
tives under consideration and re-evaluate the desirability (satisfaction 
derived) of existing alternatives. Another consuming unit may make no 
adjustments to such changes except over a long period of time. This 
consuming unit's value system may dictate going into debt rather than 
revising its expenditure pattern. This points out that although prices 
and other economic variables play a role in market behavior they are 
just one of a group of variables influencing consumer behavior. 
Social needs variables 
These are needs important to consuming units for reasons other than 
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attainment of physical pleasure. Humans are social beings operating 
within the context of a social environment and as a result are influenced 
by a variety of social forces. Some of the more obvious social variables 
affecting the behavior of consuming units are: 
Achievement This involves the consumer's need to accomplish 
something he believes makes him superior to other consumers. For example, 
some consuming units may receive satisfaction from the ability to enumer­
ate more alternatives than other individuals. An example is the consumer 
who could have always gotten the item at a lower price. This drive or 
need for achievement may result in a pattern of behavior which may or 
may not attain the highest possible satisfaction for the consuming unit. 
Affiliation This is the need for the consuming unit to belong 
and be accepted by a specific group. There is considerable evidence to 
indicate that the need for affiliation is important in affecting the 
behavioral pattern of a consuming unit. A study demonstrating the behav­
ioral effect of the need for affiliation with a group by an individual 
was carried on by Festinger and Thibaut (13). Subjects used in this stucfy 
were college undergraduates recruited from the various sections of the 
elementary psychology course and the elementary course in educational 
psychology at the University of Michigan. All subjects were volunteers. 
Sixty-one groups were studied ranging in size from six to fourteen members. 
Each group was given a problem upon which each member was to form 
an opinion on a 7-point continuum. After indicating their opinion, the 
experimenter called attention to each person's opinion. Then small slips 
of paper bearing additional information relevant to the problem were 
distributed at random to the subjects. Actually, only two types of 
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information were distributed. One item was intended to push the member 
toward the upper end of the. scale, the other toward the lower end. After 
reading the new information the subjects were asked to again indicate 
their opinion upon the 7-point scale. 
After this preliminary procedure was finished the subjects were 
informed that discussion about the problem was to be restricted to writing 
notes to one another. A member of the group could write a note to only 
one person at a time. 
Six experimental variations were applied to the problem. These 
variations were created by further instructions over and above the general 
instructions already described. The following experimental variations 
were used: 
Variation I — (high-pressure-homogeneity). Experimenters were 
interested in creating very strong pressure towards uniformity 
of opinion. 
Variation II — (medium-pressure-homogeneity). This variation 
was designed to produce pressure toward uniformity of a condi­
tional nature. 
Variation III — (low-pressure-homogeneity). No external pressure 
towards uniformity was applied. 
Variation IV — (high-pressure-heterogeneity). Experimenters 
were intent on establishing high pressure toward uniformity, 
while at the same time, permitting the formation of subgroups. 
Variation V — (medium-pressure-heterogeneity). This variation 
was also intended to permit subgroup formation. 
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Variation VI — (low-pressure-heterogeneity). Except for the 
pretense that the group was heterogeneously composed, this 
variation was the same as variation III. 
The general results from this study seem to indicate that: (1) 
when there is a range of opinion in the group, communications tend to 
be directed toward those members whose opinions are at the extremes of 
the range, (2) the greater the pressure towards uniformity the greater 
the perception of homogeneous group composition the greater is the 
tendency to communicate to these extreme opinions, and (3) the greater 
the pressure towards uniformity and the greater the perception of homo­
geneous group composition, the greater the actual change towards uni­
formity which takes place. 
The above study, as well as numerous other studies, indicates that 
major conclusions to be drawn from psychological experimental work of 
this nature are: (1) belonging to the same group tends to produce changes 
in opinions and attitudes in the direction of establishing uniformity 
within the group (25), (2) the amount of change toward uniformity which 
the group is able to accomplish is a direct function of how attractive 
belonging (affiliation) to the group is for its members (1,12), and (3) 
members who do not conform to the prevailing patterns of opinion and 
behavior of a group are rejected by others in the group. The degree of 
rejection is a direct function of how attractive belonging to the group 
is for its members and the importance the group place on the issue on 
which the member does not conform (12,36). 
Many other examples can be cited to show the impact that the need 
for affiliation with a specific group has on the behavioral pattern of 
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the consuming unit. For example, a study of the purchase of air condi­
tioners found that the ownership of air conditioners tended to cluster 
in areas within a specific neighborhood. Those areas were found to 
contain families possessing similar characteristics and welded into 
definite cohesive social groups (58). 
Social influence and suggestion Social influence and suggestions 
are other exogenous variables that play major roles in affecting the 
behavior of consuming units. The impact of social suggestion upon 
behavior is best illustrated by a series of happenings which occurred in 
Mattoon, Illinois (21). The beginning of the sequence of happenings 
occurred on September 1, l?Wt, when a woman reported to the police that 
someone had opened her bedroom window and sprayed her with a sickish-
sweet smelling gas which partially paralyzed her legs and made her ill. 
Soon other cases with similar symptoms were reported, and the police 
organized a full scale effort to catch the "gasser." Some of the Mattoon 
citizens armed themselves with shotguns and sat on their doorsteps to wait 
for him, some even claimed that they caught a glimpse of him and heard 
him pumping his spray gun. As the number of cases increased—as many 
as seven in one night—and the facilities of the local police seemed in­
adequate to the size of the task, the state police with radio equipped 
squad cars were called in. Scientific crime detection experts went to work 
analyzing stray rags for gaseous chemicals and checking the records of 
patients recently released from state institutions. Before long the "Phan­
tom Anesthetist" of Mattoon appeared in newspapers all over the United 
States, and Mattoon servicemen in New Guinea and India were writing home 
anxiously inquiring about their wives and mothers. After ten days of such 
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excitement, when all victims had recovered and no substantial clues had 
been found, the police began to talk of "imagination" and some of the 
newspapers ran columns of "mass hysteria," The episode of the "Phantom 
Anesthetist" was over. 
In order to acquire and develop some scientific rational for the 
behavior on part of many individuals, Johnson undertook an investigation 
of the Mattoon case, with two major objectives in mind: (1) to preserve, 
for the sake of record, an accurate account of the events, and (2) to 
attempt an analysis of the psychological factors involved in these events. 
For the purpose of this model only objective two will be discussed. The 
investigation consisted chiefly of an analysis of the records of the 
police department and interviews with those who reported physical symp­
toms from the gas. The study was initiated in the middle of September 
and was continued until the end of the year, though most of the inter­
viewing was done in October. Johnson's general findings indicated that 
the occurrence of the physical symptoms is related to a high degree of 
suggestibility on the part of the individuals affected by the gasser. 
The degree of suggestibility can be explained by individual differences. 
The characteristics of the population who succumbed to suggestions regard­
ing the phantom anesthetist were mostly women who on the average were 
below the general Mattoon population in educational and economic level. 
In another study it was found that children followed the lead of 
other children rather than adults in choosing among alternative foods (3). 
These children followed the example of their friends rather than adults 
who were regarded as authorities by the children. One of the most 
striking findings in this stucfy was that, among children known to have 
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a high degree of mutual friendship, there was complete agreement on the 
alternative foods selected. 
In another study by Lippitt _et al. (26) the following hypotheses 
were tested: the initiation of, and receptivity to, social influence 
is related to the position of the actor in the social structure of the 
group. Two controlled experiments were carried out in children's camps 
which yielded the following results: (1) the group member is more likely 
to imitate the behavior of those members to whom he attributes high power 
in the group, (2) the group member is more likely to accept the induction 
attempts of members with high attribute power, (3) members with high 
attributed power receive more deference from other members than do low 
powered choices, and (H) members with high attributed power are more 
directive in the manner of their influence than the low power members. 
The studies cited above all provide evidence of the importance of 
social influence on consumer behavior. Although many other factors prob­
ably played a role in affecting the behavior of the individuals discussed 
above, it is clear that the influence of the group on the individual is 
an important factor controlling consumer behavior in the market place. 
Group decisions A study showing the effect that group decisions 
have upon the behavior of individuals within the group was carried on by 
Lewin (21;) during World War II. The purpose of the investigation was to 
determine how a group of women could be influenced to shift their con­
sumption pattern toward more abundant foods which they thought were 
undesirable. The foods included beef hearts, sweetbreads, and kidneys. 
Two techniques were employed to influence consumption. The first method 
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involved the use of home demonstration agents to explain why the govern­
ment wanted them to shift to more abundant foods. The home demonstration 
agents emphasized the vitamin and mineral value of these three meats. 
The second method also involved home demonstration agents. However, the 
agents talk was followed by group discussion regarding the adoption of 
these suggested meats. A follow up to find out if the consumption had 
been shifted found that of those women participating in the lecture 
method, only 3 percent served one of the meats suggested. On the other 
hand, about 32 percent of the women participating in the group discussion 
served at least one of the meats suggested. 
Other experiments on numerous items such as fresh milk, evaporated 
milk, cod liver oil, and orange juice all appear to indicate that group 
action was more effective in changing individual behavior. Also, behav­
ioral changes brought about by group decisions showed considerably greater 
effectiveness both after two weeks and four weeks than the lecture method 
did alone. 
There are many other socio-psychological variables that play a 
critical role in affecting consumer behavior. Some have been measured 
by psychologists and sociologists — some have not. Below is a partial 
list of additional socio-psychological variables which would have to be 
incorporated into any model of consumer behavior (18). 
1. Abasement: to passively submit to external forces. 
2. Autonomy: to be free of confinement and act according to 
impulse. 
3. Deference: to admire a superior and yield to his influence. 
U. Avoidance: to avoid humiliation. A consumer unit probably 
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biys deodorants and other such items primarily to avoid 
humiliation. 
Physical needs variables 
These variables include the need for food, shelter, clothing, and 
a variety of other items which satisfy the physical needs of a consuming 
unit. The strength of these variables has a direct impact on the number 
and kinds of alternatives being considered by a consuming unit which in 
turn will be reflected in the market behavior of the consuming unit. 
For example, protein foods are essential for human well being. Such 
protein requirements can be satisfied with relatively low cost foods 
such as uncured cheddar cheese, skim milk, and variety meats. Low income 
families may meet their nutritional requirements with a combination of 
these low cost protein foods. Or, if they so desire, they may choose 
to satisfy such needs with exotic cheeses, yogurt and steaks and forego 
expenditures on other products. 
Physical needs for any item or group of items will vary in strength 
over time and among consuming units. At one point in time, the physical 
need variable may be overwhelming and at other times negligible as 
environmental conditions change. 
An illustration of the impact of physical needs on behavior is pro­
vided by the experiment of McClelland and Atkinson (27). The experiment 
was started by creating a specific motivational tension (hunger) of more 
or less known strength and then the experimenters proceeded to measure 
its effect on perception.* The subjects in the experiment were 108 Navy 
P^erception is generally recognized by psychologists as one of the 
important variables influencing behavior. 
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men, modal age 18 years, tested at the U.S. Naval Submarine Base at New 
London, Connecticut. The 108 subjects were divided into 3 groups: 
Group I consisted of l;0 men. They were tested in the morning between 
10:00 and 11:00 A.M. after having been deprived of food since 5:30-
6:00 P.M. the evening before; Group II consisted of 2k men who were 
tested at the same time but who had been deprived of food since 6:00-
6:30 A.M., U hours of deprivation; Group III consisted of Ult men. They 
were tested approximately 1 to 2 hours after lunch. This group had been 
deprived of food for about 1 hour. These tests were run between March 
and July I9k7* 
General results from this experiment were as follows: (1) there 
was a steady increase in the average frequency of food response as hours 
of deprivation increased, (2) introduction of blots decreases the number 
of food related responses over the blank screen condition, (3) the 
increase in food-related responses as a function of the degree of food 
deprivation occurs for instrumental (e.g., knives) but not for goal 
objects (e.g., apples), and (U) both instrumental and goal object food-
related responses are judged larger in comparison with neutral objects 
by hungry subjects and not by satiated subjects. 
Generalization of the magnitude of these physical need variables 
is difficult. In an affluent econony such as the United States these 
variables probably play a minor role in consumer market behavior. It 
is relatively easy to satisfy the minimum physical requirements so most 
market behavior above this minimum level is more likely to be influenced 
by the other variables discussed. In underdeveloped areas the physical 
need variables may be the most critical variables to observe. In many 
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instances consumer units have planes of living at the minimum physical 
need requirement or even below it. Therefore, market behavior starting 
below the physical need requirements and continuing up to the minimum 
level is primarily influenced by these physical need variables. The non-
physical need variables generally come into play once the consuming unit 
has gone above the minimum requirements in its plane of living. Since, 
however, consuming units in underdeveloped countries may often never, go 
beyond the minimum level, the physical need variables become the critical 
behavioral variables. Emphasis on the non-physical need variables can 
be minimized in any attempt to predict consumer behavior in underdeveloped 
countries. 
In any country, the stages of the family life cycle is a critical 
factor influencing the intensity of the physical need variables influ­
encing consumer market behavior. It is especially noticeable in the 
purchasing behavior of food and certain durable goods. For example, 
consuming units at the early stages of their life cycle may make con­
siderable outlays on such durables as stoves and refrigerators. In later 
stages of the life cycle, when the requirements for such durables have 
been satisfied, the increase in number of children in the consuming unit 
may result in placing relatively higher emphasis on food expenditures (7). 
Expectation variables 
The future cannot be predicted with certainty. Decision making on 
the part of consuming units as well as firms involves a measure of risk 
and/or uncertainty. The importance of expectations as it affects human 
as well as animal behavior has long been recognized by social scientists. 
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Tolman (U9), for example, in developing his principle of confirmation 
recognizes the importance of expectations. His theory is that with 
repeated experience of a sequence of events leading to a goal, the prob­
ability is discriminated that the given behavior will eventuate in the 
expected end result. In other words, if an expectancy of goal attain­
ment is confirmed, its probability of attainment in the future increases. 
If it is not confirmed, the probability of attainment declines. Initial 
behavior is then a partial function of expectations and additional behav­
ior is a partial function of expectancy confirmation. 
In recent years other psychologists have recognized the importance 
that expectancies play in human behavior. For example, Rotter (3U, 
p. 107) states: 
"Expectancy may be defined as the probability held by the 
individual that a particular reinforcement will occur as a 
function of a specific behavior on his part in a specific 
situation or situations. Expectancy is independent of the 
value of importance of the reinforcement." 
Among economists, Knight (22) was probably one of the first to 
recognize the importance that expectations play in market behavior. After 
Knight's work, profit theory took into account the imperfection of know­
ledge concerning the future and in doing so brought probability theory 
and economics together. His work also pointed out that objective prob­
ability theories could not account for uncertainty. For many years after 
Knight's work, little progress was made, except in Sweden. Stimulated 
by Knight's contribution, îfyrdal pursued the analysis of expectation 
structure and risk attitude considerably beyond the point at which Knight 
left it and anticipated many recent efforts in this area. Myrdal differed 
from Knight not only in a more subtle and elaborate analysis of the nature 
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of risk and uncertainty and of evidence concerning risk attitudes, but 
also in the way he tied the analysis into price theory. Starting from 
Ifyrdal, the Swedish economists went in two general directions: Svennilson 
elaborated the dynamic theory of the firm, while Lindahl, and later 
Lundberg and others, incorporated expectation and microplanning concepts 
into their aggregate theories of business fluctuations. Contributions 
by Lindahl, Knight, D. H. Robertson, Hicks and Keynes form the backbone 
of expectational economics in the United States today. 
The variety of theories dealing with the structure of expectations 
and uncertainty has resulted in considerable controversy. In general, 
ideas on probability fall into the following schools of thought: (1) 
according to the Laplacian or Classical School, probability is measured 
by the relative frequency of favorable cases among all possible cases, 
provided these are equally possible, (2) the Frequency School, on the 
other hand, maintains that probability is measured by the frequency limit 
of favorable cases in an infinite sequence of observations, provided the 
limit exists and the sequence satisfies the condition of randomness. 
The controversy between these two schools goes deeper, however, than a 
simple difference in the definition of probability. A more detailed 
examination shows that the wide split between the two evolves from more 
basic questions: (1) the relationship between the probability coeffi­
cient and the observed frequency ratio, and (2) the definition of 
randomness. 
The shortcomings of these schools led to the development of another 
approach to probability, that of the Subjective School. According to 
the Subjective doctrine, probability is a numerical coefficient that 
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measures the subjective degree of belief in P, where P denotes prediction. 
This school of thought is the first to recognize that involves also 
the parameter I, where is expectation and I denotes the individual. 
The Subjectivists emphasized the fact that the numerical probabilities 
corresponding to (I, E, P) and (I1, E, P) are not necessarily the 
same, although both I and I1 are "reasonable individuals." E stands for 
the evidence available to I. 
This school, by assuming that the structure of expectations is made 
up of I, E, and P, is able to take into account individual differences 
in perception since both E and P will vaiy between the Is. By hypoth­
esizing the structure of in such a manner they are able to maintain 
that the numerical coefficient a person attributes to his degree of belief 
in P is largely a matter of subjective evaluation, not necessarily sup­
ported by a compelling argument. The only restriction is that the beliefs 
of any individual must display an internal consistency that reduces to 
the addition of probabilities of mutually exclusive events and the multi­
plication of probabilities of independent events. 
A major shortcoming of the Subjectivists' theory, as indicated by 
Savage (35), is that a theory of probability cannot concern itself only 
with the internal consistency of the acts of an individual. In a recent 
theory, which may be classified as Ultra-Subjectivist, Shackle (39,UO) 
dispenses almost entirely with the internal consistency restriction. The 
most conspicuous innovation of Shackle is the substitution of "surprise" 
for "belief." "Surprise" as described by Shackle is simply the state of 
mind created by knowledge of the actual result of an experiment. 
The diversity of views concerning the structure of expectations 
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gives some indication of the complexity involved in the concept of 
expectations. The fact that expectation work has led to so maiy theories 
of probability-irreconcilable with each other, although each makes per­
fect sense within its own analytical setup, should have been taken long 
ago as a sign that the map of expectations does not consist of a single 
trail between two poles: the absolute impossibility (I) and the absolute 
certainty (C). 
A recent attempt by Georgescu-Roegen (17) to reconcile these various 
theories appears to be the most promising approach to a theory of the 
structure of expectations. According to Georgescu-Roegen I and C have 
the same role in all theories because they correspond to two states of 
the mind having the same meaning for all rational individuals. In other 
words I and C are at the extreme ends of the continuum. However, it 
seems reasonable to assume that there exist expectations other than I and 
C. Of fundamental importance, then, is to have some understanding of the 
nature of these other expectations in order to acquire a better under­
standing of the decision-making process. A greater knowledge of the 
nature of such expectations lying between I and C would require answers 
to the following questions, at least in some general manner: (1) is there 
a unique path between I and C on which any expectation must have a 
definite place and (2) are there several such paths, or do expectations 
fill the whole space between I and C? 
Figure 5 illustrates the map of expectations as postulated by 
Georgescu-Roegen. Expectations as postulated by the Frequentists can 
be presented by points on a line IbC. The complex infinity of quasi-
certainties and quasi-impossibilities are represented by the side alleys 
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opening from these two paths, C and il. The correlative situation 
for expectations such as a or b is shown by the line segments <9-a, fih. 
The class of expectations whose evidence does not contain any fre­
quency ratio, but which display some logical connection between E and P 
can be thought of as lying on a fictitious line between I and C in order 
of their comparison. However, the positions of these expectations do 
not have their position identified by a number determined for each expec­
tation taken by itself. Moreover, the class of all expectations that 
can be compared with others does not form a class of comparable expec­
tations, because the criterion that justifies their comparison changes 
in type and content. Therefore, it is necessary to think of an infinity 
of such fictitious paths between I and C that connect the images of prob­
ability relations that can be compared. One path, IecC, for example, 
will be used for those expectations having the same E1, while another 
path, IedC, will be used for those expectations having the same P*. 
Clearly, such paths intersect at the point e corresponding to the expec­
tation (I, E', P1). 
Finally, the expectation map would be incomplete unless we included 
expectations which present at the same time some similarity with more 
than one pattern already shown on the map. The expectations are illus­
trated by M, Although such expectations almost completely fill the paths 
of human life, many theories conceal them behind claims of a unified 
concept of measurable probability. To determine whether the human mind 
can reduce the whole map to a single path, or, if unable to do so, move 
within this intricate structure, consider the following evidence about 
urns containing balls identical save for colors 
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@2 = in Ui, two thirds of the balls are white and one third are 
black; 
e2 = the frequency of white in 3, 1*26 independent extractions from 
Ug was two thirds. 
= three independent extractions from resulted in two white 
and one black ball; 
= the urn contains some balls. 
We now ask an individual to name a betting quotient for each urn, 
after warning him that he will have to accept the betting either on white 
or black according to the choice of his opponent who knows the composition 
of the urn. With this information, a rational individual will name £ as 
betting quotient for Uj_, Ug,and probably U^ . Furthermore, he will 
prefer U^  to Ug, Ug to U^ , and Uj to U^ . The reason for such preference 
is the eg and contain only an empirical estimation, and the information 
of ej is more credible than that of eg. Thus, it can be observed that 
even expectations having such a simple structure have two dimensions: 
the betting quotient and the credibility attached to it. Actually, a 
more realistic and complex example would probably reveal the existence 
of many other dimensions such as the dimensions stemming from the logical 
connection between the elements of E and P which were postulated in 
Figure 5. 
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A GENERAL EQUILIBRIUM BEHAVIORAL MODEL 
OF THE CONSUMING UNIT 
The theory of general equilibrium is the theory of the interrelation­
ships among all parts of the economy. In this stucfy, general equilibrium 
is treated as the interrelationships among all variables acting on the 
consuming unit. By a myriad of links, all variables acting upon a con­
suming unit are connected to form an integrated system. Many of these 
links are negligible in their affect on the consuming unit's behavior. 
It is impossible to trace any significant connection between a specific 
variable and a specific behavioral pattern of the consuming unit. Yet 
some relationship exists and must be recognized conceptually at least if 
not empirically. In spite of the fact that these intervening variables 
may not be empirically measurable at the existing stage of development 
of the social sciences, they cannot be ignored in any type of general 
equilibrium model of the consuming unit. 
Any model, technique, structure or mechanism that is made up of 
many components requires an understanding of the basic relationships and 
functions of the components making up the model. For example, an adequate 
understanding of firm theory necessitates an understanding of variable 
costs, fixed costs, total costs, marginal costs as well as the total 
revenue, average and marginal revenue components of the firm theory model. 
Similarly, indifference curve analysis requires an understanding of the 
outlay line as well as the indifference curve. In this study, the com­
ponents of the general equilibrium behavioral model of the consuming unit 
are introduced one at a time and explained thoroughly. Each component 
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of the model is added to the previous components so that at the completion 
of the model all components and interrelationships can be visualized. 
The Life Space of the Consuming Unit 
The concept of the life space of the consuming unit was first 
introduced by Lewin (25) and by Tolman (ii9) • Life space was developed 
because of the inadequacy of existing psychological theory which was 
capable of dealing only with single variables or with given points in 
time. In a sense, these earlier theories were static partial equilibrium 
theories. What was required was a system of concepts which was broad 
enough to be applicable to most situations. Lewin (25, p. 6) states : 
"This concept must be capable of representing the various 
processes of behavior not as a single isolated fact, but 
in their mutual dependence as expressions of a concrete 
situation involving a definite person in a definite 
condition." 
Life space under this definition can be characterized as the totality of 
all possible events affecting the consuming unit. 
Life space is represented by the area encompassed by ABbCDa in Figure 
6. The boundaries encompassing the life space are institutional and 
physical hinderances which prevent a consuming unit from moving outside 
of these boundaries. The larger the area of the life space the more 
alternative forms of behavior are available to the consuming unit. The 
smaller the area, the smaller are the number of alternative actions 
available to the consuming unit. 
The consuming unit moving through life space is represented by ab. 
Each consuming unit operates within the confine of its own life space. 
Individual differences can be illustrated by showing each consuming unit 
a 
FIGURE 6 THE CONSUMING UNIT IN LIFE SPACE. 
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in its own life space. The path followed by each consuming unit will 
be represented differently in each life space. Similar to indifference 
curves, where no two indifference curves can cross, no two consuming 
units can be represented in one life space. Bach consuming unit must 
be represented as operating within the confine of its own life space. 
The pattern of behavior of the consuming unit within the life space 
is a partial function of the variables discussed in the previous section. 
For example, the physical need variables is represented by vector W; the 
social need variables by vector Xj the situational variables by vector Y; 
and other variables playing a role in influencing the behavior of the 
consuming unit in life space is represented by vector 2. 
The degree of differentiation and size of the life space will change 
over time. As the consuming unit experiences additional learning sit­
uations, the size and degree of differentiation of the life space changes. 
This makes it possible for the consuming unit to have a wider range of 
alternative actions. For example, the small child with the undiffer­
entiated and restricted life space is highly restricted in its behavioral 
pattern, both because of its physical inability and parental hindrances. 
On the other hand, the adult individual has a wider variety of behavioral 
alternatives although restricted by certain institutional hindrances. 
The degree of aggregation or disaggregation of the vectors W, X, 
Y, and Z will partly be determined by the particular behavior we wish 
to predict. For certain buying behavior, it may be necessary to dis­
aggregate the situational variable so as to have n number of vectors 
including such vectors as price, income, cash balances, and credit 
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availability of the consuming unit. For certain buying behavior these 
vectors may explain and predict a major portion of the consuming unit's 
behavior. For other buying decisions, the social need variables might 
be the predominant variables and accurate prediction would require the 
disaggregation of the social need variables. 
The value of these vectors acting on the consuming unit in life 
space determines in part, the behavioral patterns of the consuming unit 
as shown by line ab in Figure 6. A consuming unit operating within the 
confines of a different life space will demonstrate a behavioral pattern 
different from ab. The other consuming unit is influenced by different 
variables, different magnitudes of these variables as well as operating 
within a different size and differentiated life space. 
The existence of such vectors, called psychic tensions by psychol­
ogists, has been demonstrated by the work of Zeigamik (59) and Bilkey 
(h). Bilkey, in particular, found a relatively high correlation between 
psychic tensions (vectors) and actual expenditures on a variety of items. 
Representative correlations found were: for food as a whole, r = +.910; 
for meat, r = +.761; and for eggs, r = +.635. 
In spite of such relatively high correlations, this model has certain 
shortcomings. A model made up of the life space and vectors influencing 
the consuming unit implicitly assumes that all behavioral patterns are 
a function of existing forces. In the Lewinian concept there is insist­
ence upon the fact that behavior depends upon the present, not upon the 
past or the future. Past events, like future events, do not exist now, 
and therefore cannot have effects in the present. While past psycho­
logical fields are part of the origin of the present field, their 
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relationship is so indirect that their explanatory value is slight. In 
other words, no recognition is given to the formation of expectations 
based on past experiences and the role that expectations plays in behavior. 
Expectations as a Function of Signs or Evidence 
Observed in the Life Space 
The consuming unit moving through the life space is confronted with 
a set of signs (E). These Es are used by the consuming unit for esti­
mating the probability (P for prediction) of attaining a specific goal. 
The circles in the upper and lower part of Figure 6 represent the Es 
that the consuming unit observes and the Ps it attaches to these signs. 
Thus, the path ab is a partial function of the Ps. Individual differ­
ences can be observed by the differences in the path taken by consuming 
units in different life spaces. Those consuming units having a high risk 
preference function will move in the direction of Es with low Ps. Con­
suming units having a low risk preference function will move toward those 
signs which indicate a high probability of goal attainment. 
The impact of expectation formation upon the consuming unit's behav­
ior can be illustrated by the following examplet assume that, because 
of the vectors impinging on the consuming unit in life space, it chooses 
going downtown as a goal. Further assume that as the consuming unit 
approaches an intersection on its way downtown the traffic light turns 
yellow. Whether the consuming unit goes through the yellow light will 
be a partial function of the intensity of the vectors and the signs or 
Es it observes at the intersection. If the consuming unit observes an­
other car coming from the side street then it will attach probabilities 
of going through the yellow light and reaching its goal. If the other 
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car is close to the intersection then the probability of going through 
without an accident may be low and the consuming unit will not attempt 
to go through the intersection. If, on the other hand, no car is at the 
intersection the probability of goal attainment may be high and the con­
suming unit might chance going through the yellow light. If a car is 
observed a considerable distance from the intersection, the probability 
of goal attainment (getting downtown) would be high and the consuming 
unit would go through the light. Between these two extremes, a car at 
the intersection and a considerable distance from it, different prob­
abilities of goal attainment will be formulated. Other Es may be in 
evidence simultaneously which will influence the expectation of the con­
suming unit. For example, a policeman at the corner or a child moving 
towards the intersection are all Es in the model and will accordingly 
go into the formation of the consuming unit's expectation of goal 
attainment. 
The model developed to this point for explaining consumer behavior 
depends upon the variables (vectors) W, X, Y, Z and the Ps attached to 
the Es observed by the consuming unit moving through life space. This 
model is not complete. At this point the psychological concept of the 
reaction threshold is added to the model. 
The Reaction Threshold 
Economic theory has traditionally dealt with the upper and lower 
limits and defined the relevant range as falling between the two. Within 
this relevant range there is generally assumed a continuous function, as 
for example a demand function where any slight variation in price elicits 
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a quantity taken response. There are, however, cases in economics where 
such an assumption is not made. For example, the case of the kinked 
oligopoly curve. Such an assumption seems more realistic for explaining 
a great deal of economic behavior. On the basis of actual observation, 
the assumption of a continuous function in economic behavior appears to 
be a questionable assumption. Both experimental work by economist (8, 
p. 11) and psychologists (9) as well as the pricing behavior of firms in 
the market point to the existence of such a threshold. 
The reaction threshold can be defined as a sphere, with n dimensions 
and m number of vectors, possessing upper and lower limits. Within these 
limits no behavioral response is forthcoming. Only if the stimuli (the 
vectors and expectations) fall above the upper or below the lower limit 
will a response occur. Graphically the concept of the reaction threshold 
is illustrated in Figure 7. It is shown in only two dimensions, with 
the horizontal axis representing the price vector. The boundaries of 
the reaction threshold are represented by the price of 10^  and 20i* In 
this illustration, if the price fluctuates between 10^  and 20g£ no behav­
ioral change occurs. For example, a price change from lO^  to 18^  (a 8^  
change) would not elicit a behavioral response by the consuming unit. 
However, once the price goes outside the reaction threshold, a change 
from 18^  to 21^ , for example, a behavioral response will occur. 
Observation of pricing policies of a variety of goods including 
foods and durable goods illustrates the fact that many firms are intui­
tively aware of such a reaction threshold. For example, such items as 
refrigerators and washing machines are generally priced at $179,00 and 
$229.00, respectively. The retailer believes that pricing at less than 
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$180.00 or $230.00 may elicit a response in the form of a purchase. The 
retailer believes that the round numbers of $180.00 or $230.00 may repre­
sent the upper limit of the reaction threshold and such pricing may result 
in no purchase. The threshold concept is even noticeable in the pricing 
behavior of firms when they undertake to offer sales. At the time of 
sales, the pricing policy is such that discontinuous reductions in price 
are noticeable. For example, the price may be reduced from $179.00 to 
$159.00. The dealer apparently feels that a price reduction within this 
range, from $179.00 to $165.00 for example, would not motivate the con­
suming unit to purchase the product. In other words, $165.00 lies within 
the reaction threshold while $159.00 represents the lower limit of the 
price reaction threshold for this particular commodity. 
The size of the reaction threshold will vaiy over time. Further, 
the size will also be a function of the decision a consuming unit is 
making. For example, the price threshold may be a partial function of 
the size and periodicity of expenditures. The price threshold for an 
automobile is probably wider than a refrigerator threshold. Even com­
modities with similar prices may have different size reaction thresholds. 
For example, the washing machine price threshold is probably wider than 
the dryer price threshold. Some commodities may have extremely sensitive 
thresholds where any slight change would cause a behavioral response. 
Such a threshold would be represented as a point in space. Any deviation 
around this point elicits a response. * 
Relating the reaction threshold to the vectors impinging on the con­
suming unit in life space and the expectations based on the Es observed 
in life space, it will be noted that if both the summated value of the 
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vectors and summated value of expectations fall within the reaction 
threshold no behavioral response will occur. If the summated value of 
vectors and expectations fall outside of the reaction threshold then a 
behavioral response will occur. In these two relatively simple situations 
it is easy to predict the behavioral response of a consuming unit. 
The point where some indeterminancy in behavior will occur is when 
the summated value of the vectors falls within the reaction threshold 
while the summated value of expectations falls outside of the reaction 
threshold or vice versa. In such a situation, the behavioral or lack of 
behavioral response will be a function of the summated value of the 
vectors and the summated value of expectations. For example, if the 
summated value of the vectors is within the reaction threshold, but very 
close to the reaction point, and the summated value of the expectations 
is outside the reaction threshold, but a considerable distance from the 
reaction boundary, a behavioral response will occur. If, on the other 
hand, the summated value of the vectors is deep within the reaction 
threshold, while the summated value of the expectations is only a little 
beyond the reaction boundary, a behavioral response will not occur. 
Actual behavior then is determined by the ratio of the summated value 
of the vectors and the summated value of expectations. 
Reaction thresholds are found throughout life space, particularly 
at the inflection points of line ab. For ease of interpretation, the 
reaction threshold is shown graphically at the end of life space in 
Figure 8, keeping in mind that, realistically, reaction thresholds are 
found throughout life space. The area C8EF represents the reaction 
threshold. 
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The next component required for partial completion of the model is 
the concept of lexicographic ordering of goals. 
Lexicographic Ordering of Goals. 
The consuming unit's goal of maximization of satisfaction as assumed 
by economists is in itself a nonoperational concept. Economists have 
long attempted to define the maximization of consumer satisfaction by the 
Pareto definition. It can be shown that the Pare to optimum in itself is 
nonoperational and suffers from several shortcomings, the most obvious 
being the existence of several Pareto optimums and the difficulty of 
choosing among them. Also, the assumption of an atomistic system allows 
for no influence of one individual upon another. 
Maximization of consumer satisfaction can be analyzed in the frame­
work of the consuming unit attempting to attain many lower order objec­
tives all making up the maximization concept. The attainment of these 
lower order objectives, one or several of them, brings the consuming unit 
closer to the maximization concept. Use of the aggregate maximization 
concept does not provide an indication of the behavioral pattern of the 
consuming unit striving for a given or a set of given objectives. 
Consuming units in their behavior generally attempt to satisfy 
several goals, simultaneously if possible. Thus, an explanation of the 
behavior of a consuming unit requires a model which takes into account 
the ordering of the consuming unit's objectives. Such an ordering of 
objectives for a consuming unit is illustrated in Figure 8 by the points 
ij P> x, q, and r. For illustrative purposes, it can be assumed that 
i is the income goal, p the prestige goal, q the leisure goal and r the 
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affiliation goal. The ordering of these goals is unique to the individual 
consuming unit. Another consuming unit may order its goals differently 
or may actually have a different set of goals for which it is striving. 
The choice and ordering of the goals is a function of the vectors W, X, 
Y, and Z impinging on the consuming unit within the life space. Neglect­
ing expectations for the moment, the consuming unit will behave in such 
a manner that the first order of behavior would be the attempted attain­
ment of goal i followed by goals p, q, and r. At this point the final 
component is added to the model. 
Subjective Evaluation of Goal Attainment 
The previous section assumed that the individual consuming unit's 
prime interest is the absolute attainment of goals i, p, q, and r. How­
ever, the attainment of these goals is a subjective concept. For some 
consuming units, behavioral responses will continue until the specific 
goals are reached. Other consuming units, however, may define the attain­
ment of a goal not necessarily the reaching of the goal, but the getting 
in the proximity of the goal. For examples 
1. Some consuming units may consider it successful when the absolute 
goal has been reached. 
2. Other consuming units may deem it successful if they are able 
to get in the proximity of the goal. The proximity of goals i, p, q, 
and r are shown by the circles li, Ip, lq, and lr. 
3. Some consuming units may feel that they have succeeded if they 
are successful in moving in the direction of the chosen goal. 
li. Still other consuming units may consider it successful if they 
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choose a socially acceptable goal. 
An example of this differentiation of success by consuming units 
can be illustrated by the following example: assume goal i as being one 
of attaining membership in the country club. One consuming unit may 
continue to actively behave until membership in the country club is 
attained. A second unit may deem it successful if it is asked to play 
golf at the country club. If this is the consuming unit's concept of 
success, then its behavioral pattern toward goal i will be discontinued 
and some other goal will be strived for. A third consuming unit, whose 
definition of success is movement in the direction of goal attainment, 
may deem it successful if it is able to make the acquaintance of some 
members of the country club set. In such a situation, the consuming unit 
may no longer make an overt attempt to become a member of the country club. 
It suffices for this consuming unit to be included in the country club 
group, but not necessarily to be a member of the country club. A fourth 
consuming unit may consider It successful, in the short run, if it chooses 
as one of its goals in its lexicographic ordering the possibility of 
membership in the country club. Choice of such a goal may be particularly 
desirable to a consuming unit in a situation where the country club in 
this town is considered a sign of prestige and the consuming unit at 
present does not have the necessary money for belonging to the club. 
Up until now the expectation of attaining these goals has been 
neglected. It has been pointed out previously that the consuming unit 
moving through life space forms expectations of goal attainment. Not 
necessarily the attainment of the absolute goal, but what the consuming 
unit considers success. It may be the attainment of the actual goal, the 
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attainment of the proximity of the goal, the moving in the direction of 
a goal or the choosing of a socially accepted goal. Without attaching 
expectations to goal attainment, for exemple, the consuming unit would 
follow path abb* towards goal i. If, however, the consuming unit because 
. of certain hindrances forms a low expectation of attaining goal i, the 
behavioral pattern of this consuming unit would take the form abb" 
towards goal p. Whether the consuming unit moves toward goal i or p 
will depend on what the consuming unit deems as success. For example, 
if it deems success as the attainment of the absolute goal, but the 
expectations formulated in life space is low for absolute attainment, 
then the consuming unit would take a path leading to the second, third, 
fourth or lower order goals. However, if the consuming unit consider it 
successful if it gets within the proximity of the goal and the expectations 
of getting within the proximity of the goal is high, then the consuming 
unit would move in the direction of goal i. After having reached goal 
i the consuming unit's next behavioral pattern would be in the direction 
of satisfying goals p, q, and r. It is likely that a consuming unit 
deems It successful only if it attains the absolute goal. With such a 
concept of success, a consuming unit which forms low expectations of 
reaching goals i and p but a high expectation of attaining goal q may 
move in the direction of goal q. Such a behavioral pattern is shown 
by path abb'". 
In a situation as postulated above, low expectations for goals i 
and p and high expectations for goal q as well as the particular defi­
nition of success, the consuming unit would change its lexicographic 
ordering of goals. Such a change in ordering is illustrated in Figure 8, 
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where q becomes the first order goal; p the second order goal; i the 
third order goal; while r remains the fourth order goal. 
This new ordering of goals introduces an additional dynamic element 
in the model. The changes in the components of the model bring about 
the change in the lexicographic ordering of goals. The change in order 
"can be brought about by changes in the value of the vectors, changes 
in the consuming unit's expectations or through a change in the defi­
nition of success. 
To summarize the consuming unit is first influenced by the vectors 
W, X, Y, and Z which initially determine the lexicographic ordering of 
goals. Further, the subjective expectations of the consuming unit are 
instrumental in influencing the path taken through the life space. 
Whether the consuming unit continues its behavioral responses is deter­
mined by the size of the consuming units reaction threshold. If the 
summated value of the vectors and expectations are such that one or both 
fall outside of the boundary of the reaction threshold then a behavioral 
response will occur. If the value of the vectors is within the threshold 
and the value of the expectations is outside then behavior will be a 
function of the ratio of the summated value of the vectors and expec­
tations. The path taken towards a specific goal or group of goals within 
the lexicographic ordering is further influenced by the expectation of 
attaining the goal, getting in the proximity of the goal or moving in 
the direction of the goal. Finally, the subjective evaluation of what 
the consuming unit considers as success will also determine the behav­
ioral response (path) of the consuming unit. The change in the lexico­
graphic ordering will be influenced by vectors, expectations and the 
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subjective evaluation of what is success. 
The Consuming Unit as a Group of Interacting Individuals 
The model developed to this point has implicitly assumed that the 
consuming unit was a single individual. Realistically, the consuming 
unit must be visualized as a group consisting of more than one member. 
A consuming unit with several members in it increases the complexity 
of predicting the behavioral response of the unit. If each member of 
the consuming unit has a homogeneous value of vectors, expectations, 
size of the reaction threshold, lexicographic ordering of goals as well 
as a similar definition of success» then no serious internal conflicts 
will arise. In such a case, it may be relatively easy to predict the 
behavioral response of the consuming unit since each individual within 
the unit will act as the others do. If, however, the components of the 
model are heterogeneous, decision making by the consuming unit becomes 
more complex because of the numerous interactions among members of the 
consuming unit. In such a situation, the model requires the integration 
of several of these single models into one overall model. The behavioral 
response of the total group will then be determined by several important 
factors. 
1. The desire of each member of the consuming unit for a particular 
goal in his lexicographic ordering. 
2. The individual's ability to exert power within the consuming 
unit. 
3. The degree to which the individual is concerned with the wel­
fare, desires and feelings of other members of the consuming unit. 
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U. The degree to which an individual is concerned with exerting 
his or her influence over the consuming unit. 
It should be noted that these factors determining the ultimate 
response of the consuming unit are complex and dynamic in that the lines 
of interaction among consuming unit members will vary both over time and 
among different decisions. 
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SUBSTITUTION RATES OF TIME AND MONEY FOR FOOD 
IN VARIOUS STAGES OF PROCESSING 
The models developed in the previous sections were developed as 
guides for policy decisions. Determination of the priority of infor­
mation and a better understanding of the decision-making process of the 
consuming unit is helpful in increasing the operating efficiency of a 
consumer marketing program. 
The day-to-day operation of a consumer marketing program also 
requires consumer marketing specialists to provide the appropriate infor­
mation to increase the efficiency of the decision-making process of the 
consuming unit. Decision making by a consuming unit or a firm is only 
as good as the information available to the decision-making unit. 
One of the necessary conditions for efficiency in decision making 
is a knowledge of the opportunity cost and opportunity time. Opportunity 
cost has had a long history in economics. It was developed by the 
Austrian School because of their dissatisfaction with the existing theory 
of value and distribution. The fundamental difference between the 
Austrians and previous schools was that the Austrian marginal productivity 
was a value productivity but one that did not presuppose the price of a 
product: it was not physical marginal productivity multiplied by a price 
but physical marginal productivity multiplied by some consumers' marginal 
utility. In essence, opportunity cost is, " what a thing really cost us 
is the sacrifice of the utility of those other things which we could have 
had from the resources that went into the one we did produce (38, p. 917)." 
Opportunity time has received considerably less attention than 
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opportunity cost in the past. This is quite understandable since oppor­
tunity time becomes a relevant criterion only in an affluent society. 
The recent trend to opulence in the American economy has resulted 
in opportunity time playing a more critical role in consumer decision 
making than it has in the past. 
Several individuals have empirically estimated the opportunity cost 
involved in food expenditures. None, as far as can be determined by the 
author, have attempted to empirically estimate the substitution rate 
between opportunity cost and opportunity time. 
Two general methods are available in economic analysis for deter­
mining opportunity cost and opportunity time: the budgeting technique 
and linear programming. Both have been used. Stigler (U7) employed 
the budgeting technique to estimate annual minimum cost diets which met 
the nutritional requirements in August, 1939 and August, 19Wi. In August, 
1939, the total cost was $89.93 while the cost in August, 19Wi, was 
$59.88. The reduction in cost was partially due to substitution of pan­
cake flour and pork liver for evaporated milk and dried navy beans because 
of a change in the relative prices of these items. 
Smith (1*6), on the other hand, used linear programming models for 
determining the least cost palatable human diets. Smith developed three 
models for determining the minimum cost: the midget model, the small 
model and the large model. The minimum costs for a four-week period for 
the midget, small and large model were $28.33, $3k.71, and $1*3.58, respec­
tively. 
The difference in cost between these models was due to increases in 
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the number of restraints and commodities used in the large and small 
models compared to the midget model. 
It should be noted that both attempts at estimating budget costs 
did not give recognition to the different forms of food available to con­
sumers in the market place nor to the fact that choice of different forms 
of foods involves different time and money outlays. Consumers may not 
necessarily be interested in minimizing cost as economic theory states, 
but in maximizing satisfaction. In many cases, minimizing cost and 
maximizing satisfaction may be inconsistent. Actually, what the con­
sumer may desire is to have the optimum mix between money cost of food 
and preparation time of food, (inversely leisure time). Basically then, 
the consumer is seeking to optimize the ratio between preparation time 
and money cost and not minimize expenditures for food. 
The problem in choosing between budgeting and linear programming in 
estimating the preparation time and cost is analogous to the problem of 
choosing between single equation and simultaneous equation techniques 
(1*2). In discussing the comparison of budgeting and linear programming, 
Heady and Candler state (19-20, pp. 1*2-1*6) : 
"Linear programming is a mathematical method of budgeting. It 
can be used as a substitute for the older budgeting method 
where it allows computations at lower cost and with less time. 
One method should be substituted for the other on the basis of 
conventional economic principles; namely, in terms of the rela­
tive price or cost of the two methods and the relative rate at 
which one replaces the other. There are definite cases where 
simple budgeting techniques are more economical than linear 
programming....Many simple decision problems can be answered 
as precisely and accurately by budgeting as by linear program­
ming. This statement applies particularly to those types of 
choices for which partial budgeting procedures are conven­
tionally used. If the problem is one of whether an irrigated 
farm should grow lettuce or celery, the procedures of budgeting 
will be more efficient than the more sophisticated paraphernalia 
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of linear programming. Similarly, for a single problem of the 
optimum rate of fertilizing com, or choice among three live­
stock ratios, simple partial budgeting procedures are appro­
priate and efficient. For a farm organization problem invol­
ving a single limited resource such as land and two major 
alternatives such as wheat and beef cattle on grass, solutions 
can be obtained most readily by arithmetic or budgeting 
procedures." 
Relating the above to the consumption sector, it can be observed 
that the estimation of preparation time of food and cost of food involves 
a maximum of three alternatives. The time and money involved in the 
ready-to-serve (or substantially prepared), partially prepared food and 
completely home prepared foods, are the three alternatives faced by any 
consuming unit. The third alternative, completely home prepared, is not 
too important an alternative since, with the given state of technology 
in the food industry, it is almost impossible to develop a complete menu 
based on all home prepared foods. Most menus involve a combination of 
all three types of foods available. As a result, the consuming unit in 
its menu planning can move in the direction of using more partially and 
fully prepared foods until its menu consists of primarily fully prepared 
foods. The consuming unit, however, cannot move in the other direction 
of having a completely home prepared meal because of the lack of avail­
ability of all necessary items in the essentially unprocessed stage. 
Since the consuming unit is faced with only three alternatives at the 
most, budgeting is the most efficient technique. 
General Findings 
The procedures as outlined in the procedures section may be sum­
marized as followsi the data were obtained from a series of tests con­
ducted under controlled conditions by two home economists in a kitchen of 
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a home management house at Iowa State University. These tests were con­
ducted during May, June, and July of 1958. The home economists recorded 
preparation time, cost and their opinion of the quality of foods in 
various stages of processing. 
In general, the findings confirmed the following hypotheses: 
1. There is an inverse relationship between the degree of processing 
of a food item and preparation time in the kitchen. 
2. There does not exist a consistent inverse relationship between 
the degree of processing of a food item and the cost of the item. 
3. As the degree of processing of foods within a food menu increases, 
the aggregate preparation time decreases while aggregate costs increase, 
except in the case of partially prepared foods. 
U. As the degree of processing of specific foods within a menu 
increases, the preparation time of the specific food decreases but the 
aggregate cost of food will increase. 
Table 12 in the appendix shows the preparation time and cost of all 
foods in the study. The costs represent the cost for a family of four — 
two adults and two children. Differences in time and money were computed 
using foods in the unprocessed state (or as closely as possible to the 
unprocessed state) as the base. 
The four beverages in Table 12 were all prepared in less time when 
purchased in the partially or fully processed state. The data indicate 
that the homemaker can save a little over 13 minutes in preparation of 
chocolate milk by using dry instant mix instead of using home-made syrup 
as a base for chocolate milk. Preparation time of chocolate milk by using 
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the purchased prepared milk involves a preparation time of a fraction of 
a minute. Of particular interest is the fact that purchased chocolate 
milk is not only time saving but also cost saving compared to chocolate 
milk made from home-made syrup. Another interesting facet of the table 
is that although dry instant mix, prepared syrup and purchased prepared 
milk all reduce preparation time, only the prepared syrup chocolate milk 
rose in cost. The other two actually declined in cost. This differs 
considerably from other food items such as biscuits and fruit where costs 
varied inversely with preparation time. In other words, for these food 
items, as preparation time declined, cost of the food items increased. 
Tea followed the expected inverse relationship between preparation 
time and cost. However, the relationship between preparation time and 
cost for orange juice went contrary to expectations. Preparation time 
and cost was higher in the fresh form than in the more highly processed 
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forms. For example, preparation time and cost of orange juice made from 
fresh oranges was 7.830 minutes and $.8ll*, respectively. Orange juice 
purchased in the form of canned juice (ready to serve) involved a lower 
preparation time of .855 minutes at a considerably lower cost, $.390. 
For lemonade, no definite pattern was noticeable on the cost side. 
Preparation time declined consistently as the lemon juice was purchased 
in the more processed form. However, cost first increased relative to 
the fresh juice (canned concentrate and frozen concentrate) and then 
started to, decline (bottle juice and frozen juice). 
Tests conducted with biscuits indicate that reduction in preparation 
time does not necessarily imply an increase in cost. Use of prepared 
biscuit mix actually reduces both preparation time and cost, 1.860 minutes 
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and $.00i*, respectively. On the other hand, biscuits in a more highly 
processed form (refrigerated packaged biscuits) decreases preparation 
time considerably (8.725 minutes) but at the same time increases cost 
for a family of four appreciably ($.079). It appears that use of pre­
pared biscuit mix is the most economical from the point of view of 
preparation time and cost. 
Homemade hot rolls cost approximately two-thirds less than brown 
and serve rolls but took almost 7 times as long to prepare. There 
appeared to be little difference in preparation time between frozen and 
brown and serve rolls (about 2 minutes) but a large difference in cost 
was noticeable, $.21. A marginal cost of $.21 seems to be a relatively 
high price to pay for a marginal reduction of two minutes preparation 
time. 
No price difference was found between quick cooking and long cooking 
oatmeal. However, over 2^  minutes can be saved by using quick cooking 
oatmeal. Prepared oat cereals cost approximately 3z times more than 
the other forms of oatmeal but the homemaker is able to reduce prepara­
tion time by 7.81*0 minutes. 
All fruit investigated in this study showed that preparation time 
of processed fruit was less than for fresh fruit throughout. No cost 
uniformity was found in fruit in various stages of processing. Frozen 
grapefruit and peaches cost more'than these fruit in the fresh form. 
Frozen pineapple and strawberries were approximately equal in cost to 
fresh pineapple and strawberries. Canned peaches were higher than both 
fresh and frozen. Canned grapefruit sections were higher in cost than 
fresh but lower than frozen sections. Finally, canned pineapple and 
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strawberries were lower in cost than either fresh or frozen. 
Preparation time of baked goods can be cut about 1*0 percent by using 
prepared mixes. The only ones that did not show such a reduction in pre­
paration time were angel food cake, apple pie and coconut cream pie. 
Preparation time for apple pie, angel food cake and coconut cream pie 
was reduced by 25.2 percent, 18.1* percent and 10.0 percent, respectively. 
Costs, on the other hand, increased for the more processed types. 
Cost of baked desserts made from mixes was generally higher than 
home made baked desserts. Baked desserts purchased in the frozen or 
refrigerated form cost considerably more than either home made or desserts 
made from mixes. For example, for a four person family frozen chocolate 
cake cost $.1*20 more than homemade cake; refrigerated brownies cost $.096 
more; refrigerated butterscotch cookies cost $.120 more; frozen ready to 
bake apple pie costs $.306 more; and frozen coconut cream pie costs 
$.332 more. 
Meat does not follow the consistent inverse relationship between 
time and money. Canned meats generally took less preparation time and 
some also cost less for a family d? four. Other partially processed meats 
(not canned) were found to follow an erratic pattern. Preparation time 
of sausage was reduced by about half but the cost almost doubled, an 
almost 1:1 substitution ratio. On the other hand, frozen fried chicken 
preparation time was reduced by 32.615 minutes over fresh uncut but cost 
was increased by only $.052 or by $.013 per person. 
Cost of canned beef stew was found to increase by more than half 
over homemade beef stew but preparation time was reduced by only 7.1* 
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percent. Chicken pie made from canned chicken fricasse and crust mix 
cost less than homemade chicken pie and at the same time preparation time 
was reduced by more than half. Further time economies are possible if 
frozen chicken pie is used but chicken pie in this form increases cost 
by $.301 per four-person family. Canned spaghetti and meat balls declined 
in time and increased in cost over homemade and home prepared using canned 
spaghetti and sauce and frozen meat balls. 
Swings in both time and money are possible when using dried packaged 
macaroni and cheese instead of homemade macaroni and cheese. If further 
time economies are desired, then frozen and canned macaroni and cheese 
will reduce preparation time by 13.U20 and 13.075 minutes, respectively. 
However, along with these time savings, the consumer pays more. Cost of 
frozen and canned increased by S.5UU and $.021* over the homemade, 
respectively. Frozen macaroni and cheese was particularly expensive, 
increasing in cost almost three times while reducing preparation time 
by only 8.1 percent. 
The greatest time savings in Spanish rice can be accomplished by 
using canned Spanish rice. In this form, the consumer saves II1.8I1O 
minutes at a marginal increase in cost of only $.029 per family. If the 
consumer feels that there is a great quality difference between homemade 
and canned, she has two alternative ways of preparing homemade Spanish 
rice. Spanish rice can be made using either regular rice and raw onions 
or minute rice and dried onions. The latter reduces preparation time by 
U.3OO minutes but increases cost by $.093 or by $.023 per person. 
The consumer can save a little over one minute by using either 
canned frozen oyster stew or by making oyster stew at home using canned 
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oysters. However, frozen oyster stew increases cost by $.210 per family-
while homemade oyster stew using canned oysters decreases cost by $.266. 
Vegetable soup made from dried mix minimized both preparation time 
and cost. Preparation time for dried mix vegetable soup took 2.190 
minutes at a cost of only $.128. Homemade vegetable soup involved the 
longest preparation time and was next to the highest in cost. Frozen 
vegetable soup saved only 1.005 in preparation time over homemade soup 
but cost $.258 more than the homemade. 
Fresh vegetables involved the most preparation time. Use of canned 
vegetables, on the other hand, involved the least preparation time. The 
cost of processed asparagus spears, green beans, and mashed potatoes 
(frozen, canned, and instant forms) was higher than the fresh cost. 
However, for corn, peas, and french fried potatoes, the cost declined 
for the more highly processed forms. 
For example, canned asparagus spears reduced preparation time over 
fresh by 3.080 minutes but increased cost by $.10U. Canned corn reduced 
preparation time by lit.705 and at the same time reduced cost by $.010. 
Frozen corn niblets reduced preparation time by 13.925 and at the same 
time reduced cost an appreciable amount, $.110 per family of four. 
Instant mashed potatoes reduced preparation time by 5.275 minutes over 
mashed home prepared but increased cost by $.018. 
The Partial Budget 
Budgeting is a means of looking into the future. The primary pur­
pose of budgeting is to aid in choosing among alternatives. On the pro­
duction side, partial budgeting refers to estimating the outcome or 
98 
returns for a small part of the business, such as the poultry enterprise 
or corn fertilization. On the consumption side, partial budgeting is 
defined as the estimation of the outcomes of cost and time involved in 
preparing a single meal. In this study, partial budgeting involves esti­
mation of the substitution ratios between three alternatives in preparing 
a dinner meal. 
A beef dinner 
Table 6 presents preparation time, cost, substitution ratios and 
minute marginal cost for preparing a beef dinner in three alternative 
ways. Alternative I involves a home prepared beef dinner; alternative 
II involves a beef dinner home prepared from partially processed foods; 
and alternative III is the IV beef dinner. 
The home prepared dinner involved the longest preparation time 
(preparation, active cooking and clean up time) but the lowest cost, 
21.39 minutes and $1,368, respectively. Under alternative I the major 
time was accounted for by preparation and active cooking time, 16.U2 
minutes. 
Preparing a beef dinner using alternative II reduced total time by 
about half over alternative I. However, cost increased by only $.19, 
considerably less than one-half. Preparation time for alternative II 
was split about evenly between preparation, active cooking time, and 
clean up time. 
Using alternative III as the choice for dinner resulted in the lowest 
total preparation time but more than doubled the cost for a family of 
four. 
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Of particular interest in the table is the time and cost substitution 
ratios. The greatest time savings was possible when shifting from 
alternative I to III. A shift from alternative I to III resulted in a 
time savings of 9.22 minutes. A shift from alternative I to II resulted 
in 2.05 minutes time savings while a shift from II to 111 resulted in a 
it.50 minutes reduction in time. 
The greatest increase in cost occurred in shifting between alter­
natives I and in. A shift between these alternatives resulted in a 
$2.02 increase in cost. The smallest increase in cost occurred when 
shifting between alternatives I and II. 
Decision making by the consumer involving a choice of alternatives 
depends not on a simple time or cost ratio but on a time-cost ratio. 
Such substitution ratios are shown in Table 6. The ratios were derived 
by computing the decrease in absolute time when shifting between alter­
natives and the increase in cost when shifting between the alternatives 
indicated. A shift between alternative I and II resulted in a 10.96 
minute reduction in time with an accompanying increase of $.190 in cost. 
Shifting between alternatives I and III resulted in a 19.07 minute 
decrease but at the expense of a relatively large increase in cost, 
$1,392. Finally, the shift between alternatives II and III resulted in 
substituting $1,202 for 8.11 minutes. 
One possible choice criterion for determining which alternative fits 
the desire of the consuming unit is the marginal minute cost incurred by 
the consuming unit in shifting between alternative forms of food. The 
marginal minute cost represents the cost the consuming unit assumes when 
it shifts between alternatives in order to save time. A shift between 
Table 6. Preparation time and cost of a beef dinner in various stages of processing 
Activity 
Pre; 
Preparation 
active cooking 
Mrs. Min. 
ition timea 
Cost 
Waitin; 
Mrs. 
g
ÏÏÎÏÏ7 
Clean up 
Mrs. lfln. 
Per 
serving 
Total for a 
family of four 
Alternative I: Home prepared 
Put roast on to cook, 
brown on all sides 
Cook roast 
Prepare frozen peas 
Cook frozen peas 
Add butter to cooked peas 
Prepare canned corn 
Cook canned corn 
Drain, add butter to corn 
Clean up 
12.57 
1.89 
.51 
.62 
.83 
3 00 
10.51 
5.oo 
Meat 1.99 . S.2U2 $.968 
Peas-frozen 1.30 .051 .20U 
Corn-canned niblets 1.68 .01*9 .196 
Totals 16.1*2 3 15.51 U.97 S.3U2 $1.368 
Alternative II: Home prepared from 
partially processed foods 
Open can of roast beef-put on to 
heat 
Heat beef 
l.Ul 
6.23 
aIn minutes and hundreths of a minute. 
Table 6. (Continued) 
Activity 
Preparation time 
Preparation and 
active cooking Waiti 
Hrs. Min. Hrs. 
Clean up 
Hrs. Min. 
Per 
Cost 
Total for a 
serving family of four 
Prepare canned peas 
Heat canned peas 
Drain canned peas, add butter 
Prepare frozen corn 
Cook frozen corn 
Drain corn, add butter 
Clean up 
Meat 
Peas-canned 
Corn-frozen 
Totals 
Alternative III* Frozen prepared 
TV dinner (total) 
.67 
.88 
1.U7 
.91 
5.3U 
1.98 
3.52 
5. OU 
Ik.79 
25.00 
1.95 
1.81 
1.33 
5.09 
.3U 
$.285 
.052 
.052 
.389 
.690 
$1.11:0 
.209 
.209 
1.558 
2.760 
Total preparation, active cooking, and clean up time Total cost for a family of four 
Alternative I: 
Alternative II: 
Alternative III* 
21.39 minutes 
10.1*3 11 
2.32 « 
Alternative I* $1.368 
Alternative lit $1.558 
Alternative III: $2.760 
Table 6. (Continued) 
Preparation time 
Preparation and Cost 
active cooking Waiting Clean up Per Total for a 
Activity Hrs. Min. Hrs. Min. Hrs. Min* serving family of four 
Time substitution ratios between alternatives*3 Cost substitution ratios between alternatives 
Alternative I and II: 2.05:1 Alternative I and II: 1:1.11* 
Alternative I and III: 9.22:1 Alternative I and III: 1:2.02 
Alternative II and III: U.50:l Alternative II and III: 1:1.77 
Substitution ratios of time and cost Marginal minute cost in shifting between alternatives 
Alternative I and II: 10.96: .190 Alternative I and II: $+.017 
Alternative I and III: 19.0711.392 Alternative I and III: $+.073 
Alternative II and III: 8.11:1.202 Alternative II and III: $+.lU8 
I^ncludes preparation, active cooking, and clean up time. 
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alternatives I and II resulted in a positive marginal minute cost of 
$.017. The shift between I and III resulted in an increase in cost of 
$.073 per minute while the shift between II and III increased cost by 
$.11*8 per minute. 
For a single meal, the time savings involved in shifting between 
foods in various stages of preparation are too short to express in cost 
per hour. Hourly marginal costs, however, are computed when dealing with 
daily and weekly adjustment possibilities. 
Of particular interest in Table 6 is the relatively high marginal 
minute cost incurred by the consumer in shifting between alternatives 
II and III. The high cost is contrary to general expectations. It seemed 
most likely that the highest marginal cost would occur in the shift 
between I and II or I and III. The explanation of the high marginal cost 
between alternatives II and III can be found in the substitution ratios 
between time and money. The shift between I and II resulted in a 10.96 
minute reduction in time at the expense of a relatively small increase 
in cost ($.190). Shifting between I and III resulted in a relatively 
large decrease in preparation time at the expense of a large increase in 
cost. Finally, the shift between II and III resulted in the smallest 
reduction in time (8.11) but a relatively large increase in marginal 
total cost ($1.202). As a result, the combination of a small reduction 
in total preparation time and the high increase in cost resulted in the 
highest marginal minute cost among all the alternatives examined. 
A chicken dinner 
Table 7 presents another partial budget. This budget presents the 
Table 7. Preparation and cost of a chicken dinner in various stages of processing 
Preparation time3. 
Preparation and Cost 
active cooking Waiting Clean up Per Total for a 
Activity Hrs. Min. Hrs. Min. Hrs. Min. serving family of four 
Alternative I» Home prepared 
Prepare chicken for frying -
put on to fry, turn pieces 
for browning 31.26 
Cook chicken 1*0.00 
Prepare potatoes-put on to cook 2.87 
Cook potatoes 18.00 
Prepare canned corn .62 
Heat canned com 5.00 
Drain canned corn, add butter .83 
Clean up 
Chicken 
Potatoes 
Corn-canned 
Totals 1*0.17 1 3.00 
Alternative II: Home prepared from 
partially processed foods 
Open package of frozen fried chicken 
-put chicken in pan-cover with alu­
minum foil and put into oven 1.20 
5.02 $.291+ $1.176 
3.87 .051* .216 
1.68 .01*9 .196 
10.57 $.397 $1.588 
aIn minutes and hundreths of a minute. 
Table 7. (Continued) 
Preparation time 
Preparation and Cost 
active cooking Waiting Clean up Per Total for a 
Activity Hrs. Min. Hrs. Min. Hrs. Min. serving family of four 
Heat chicken 30.00 
Remove cover at end of 15 min. .21 
Prepare dehydrated mashed potatoes 2.75 
Prepare frozen corn 1.1*7 
Cook frozen corn 5.oU 
Drain cooked corn, add butter .91 
Clean up 
Chicken 1.53 $.297 $1.188 
Potatoes-dehydrated mashed 2.1*7 .059 .236 
Corn-frozen 1.81 .052 .208 
Totals 6.5U 35.01* 5.81 $.1*08 $1.632 
Alternative III: Frozen prepared 
TV dinner (total) 2.98 25.00 .31* $.590 $2.360 
Total preparation, active cooking, and clean up time Total cost for a family of four 
Alternative Is 50.7U Alternative I: $1.588 
Alternative II: 12.35 Alternative II: $1.632 
Alternative III: 3.32 Alternative III: $2.360 
Table 7. (Continued) 
Preparation time 
Preparation and Cost 
active cooking Waiting Clean up Per Total for a 
Activity Hrs. tain. Hrs. Min. Hrs. Win. serving family of four 
Time substitution ratios between alternatives*3 Cost substitution ratios between alternatives 
Alternative I and lis li.llsl Alternative I and lis Is 1.03 
Alternative I and Ills 15.28:1 Alternative I and Ills lsl.U? 
Alternative II and Ills 3«72$1 Alternative II and Ills lsl.U5 
Substitution ratios of time and cost Marginal minute cost in shifting between alternatives 
Alternative I and lis. 38.39 i *0hh Alternative I and lis $+.001 
Alternative I and Ills U7.U2 : .772 Alternative I and Ills $+.016 
Alternative II and Ills 9.03 s .728 Alternative II and Ills $+.081 
I^ncludes preparation, active cooking and clean up time. 
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substitutions possible between time and money in preparing a chicken 
dinner in various states of processing. Alternative I involves the pre­
paration of a chicken dinner by using primarily home prepared foods. 
Alternative II involves the use of partially processed foods, and alter­
native III requires the use of a TV chicken dinner. 
Preparation time declined continually in the shift between alter­
natives I, IIj and III. On the other hand, cost for a family of four 
increased in shifting to the more processed chicken dinner. Preparation 
time decreased from a high of lj.0.17 minutes for alternative I to a low 
of 2.98 minutes for alternative III. At the same time, cost increased 
from a low of Si.588 for alternative I to a high of $2.360 for alter­
native III. 
Of particular interest is the difference in both time and money 
substitution ratios between the beef dinner and chicken dinner. On the 
basis of the time substitution ratios, greater time savings are possible 
in shifting between alternatives I and II and I and III in the preparation 
of a chicken dinner than in shifting between the same alternatives in 
the preparation of a beef dinner. This is not the case, however, in 
shifting between alternatives II and III. When shifting between alter­
natives II and III, larger time savings are possible in the preparation 
of a beef dinner than in preparing a chicken dinner. This larger dif­
ference is illustrated by the time substitution ratio of U.$0il for the 
beef dinner compared to a time substitution ratio of only 3.72:1 for 
the chicken dinner. 
On the cost side, the shift between alternatives involved a larger 
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marginal outlay when shifting between alternatives in preparing a beef 
dinner than when shifting between alternatives in the preparation of a 
chicken dinner. Preparation of a chicken dinner involved a cost ratio 
of 1:1.03 between alternatives I and II; a cost ratio of 1:1.U? between, 
alternatives I and III; and a cost ratio of 1:1.1)5 for alternatives II 
and III. This is contrasted with a beef dinner cost substitution ratio 
of 1:1.Il; for alternatives I and II; a cost ratio of 1:2.02 for alter­
natives I and III; and 1:1.77 cost ratio in shifting between II and III. 
These differences in time and cost substitution ratios between a 
beef and chicken dinner are reflected in the marginal minute costs 
incurred by the consumer in shifting between alternative forms of pre­
paration. Marginal minute cost represents the additional cost per minute 
that the consumer must be willing to accept in order to shift between the 
various alternative forms of food available in the retail food store. 
Marginal minute cost for the beef dinner in shifting between alter­
natives I and II, I and III, and II and III was $+.017, $+.073, and 
S+.1U8, respectively. This is contrasted with a marginal minute cost 
for a chicken dinner of $+.001, $+.016 and $+.081, respectively. Marginal 
minute cost for the beef dinner is considerably higher than the marginal 
minute cost for the chicken dinner. Although there is a difference in 
the level of marginal cost, the trend in marginal minute cost is similar 
for both. The shift between alternatives I and II in both budgets 
represented the lowest marginal minute cost. The shift from I to III 
represented the next highest marginal cost while the shift from II to III 
was the largest increase in marginal minute cost. 
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Marginal minute cost can be used as one choice criterion for esti­
mating whether the shift between alternatives is advantageous to con­
sumers. Another choice criterion is the quality criterion. Application 
of the quality criterion will be discussed later. 
Decision making using marginal minute cost as the only choice cri­
terion involves the estimation of the worth of the consumer's time which 
is made available by shifting between alternatives. Two general uses 
can be made of this saved time. The first involves using the additional 
free time as strictly leisure time. In such a case the value of the 
leisure time must be determined subjectively by each consuming unit. If, 
however, the saved time is to be used for gainful employment, the free 
time can be evaluated by the going wage rate in the local community. In 
such a case, decision making by the consumer is reduced to the equating 
of marginal minute wage rate (or hourly return) and marginal minute cost 
(or hourly cost) incurred in shifting between alternative forms of food. 
Equating of the marginal wage rate with the marginal cost can be 
illustrated as follows : assume the choice is a shift between alternatives 
I and II in preparing a beef dinner. This shift resulted in a marginal 
hourly cost of $1.02. The consumer wishing to be gainfully employed and 
at the same time shifting between alternatives I and II must be capable 
of earning a minimum of $1.02 per hour. Any wage below $1.02 would make 
the consumer worse off in monetary terms. Non-monetary factors are not 
considered in this case. A shift between II and III in preparing a beef 
dinner resulted in an hourly increase in cost of $8.88. If the consumer 
decides to use this time savings as leisure, then it appears as if the 
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consumer is placing a very high value on leisure. This assumes that she 
has a choice between leisure and gainful employment. Such a large 
increase in hourly cost would require the consumer seeking work to be 
highly skilled or trained to be able to acquire a job paying such wages. 
Shifting between alternatives in the preparation of a chicken dinner 
resulted in a much smaller hourly cost increase. For example, the shift 
between I and II resulted in an hourly increase of $.06; the shift between 
I and III resulted in a $.96 increase; while the shift from II to III 
resulted in a SU.86 increase. Contrasting the increase in hourly cost 
between a beef dinner and chicken dinner, it can be seen that a consumer 
does not have to make as high wages in shifting between alternative forms 
of chicken as between beef. 
Previously it was pointed out that the strictly monetary criterion 
was the equating of marginal hourly wage and marginal hourly cost. 
Actually, equating the two is not the most realistic approach towards 
determining the optimum choice. Working outside the home involves mar­
ginal outlays which would not have been incurred by the consumer had she 
remained at home. Such marginal expenses as transportation, gifts, work 
clothing, dues, medical expenses, etc., must be included in the monetary 
choice criterion. These marginal expenses vary between different occu­
pations and therefore must be computed by the decision-making unit. How­
ever, it can be indicated that if the hourly wage is equal to the marginal 
hourly cost then it is most likely that the consumer has suffered a 
decrease in monetary welfare. The hourly wage must be greater than the 
marginal hourly cost in order for the consumer to be as well or better 
Ill 
off monetarily. Just how much larger the hourly wage must be will depend 
on the particular job and size of the marginal cost incurred in holding 
the job. 
The Complete Budget 
The complete budget in this study is defined as consisting of one 
full week's menu. The week's menu is divided into three alternative 
forms of preparation - home prepared, partially prepared, and substan­
tially prepared (or ready-to-serve). The menu was developed so as to 
approximate the dietary pattern and expenditure of a four-person family 
in the North Central region (53). 
Preparation time and costs for one week 
Table 8 presents one week's menu for a family of four. It provides 
information about preparation time and cost involved in preparing meals 
in three alternative ways. The preparation time and cost for individual 
meals, for a complete day and for one week, is summarized. 
Preparation time follows the expected pattern of declining as the 
consumer shifts to the more processed foods available in the retail food 
stores. Shifting between alternative I (home prepared) and alternative 
II (partially processed) resulted in daily time reductions ranging from 
about 1 hour to a little over l£ hours. The shift between alternatives 
I and III resulted in daily time reductions of l£ to 2^  hours, while the 
shift between II and III ranged between 26 minutes and 79 minutes. 
On a weekly basis, the shift between alternatives I and II made it 
possible to save approximately 8 hours. The shift between alternatives 
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Table 8. One week's menu for a family of four showing absolute and dif­
ferences in preparation, active cooking and clean up time and 
money cost in using home prepared, partially processed and 
substantially processed (or reader-to-serve) foods 
Menu 
Home 
prepared 
Time3, Cost 
Partially 
processed 
Timea Cost 
Substantially 
processed 
Timea Cost 
Sunday 
Breakfast: 
Orange juice 
Oatzneal 
Pork sausage and eggs 
Toast and butter 
Chocolate milk 
Total 
Difference^  
Lunch: 
Beef pot roast 
French fried potatoes 
Asparagus 
Bread and butter 
Apple pie 
Tea 
Total 
Difference*3 
Dinner: 
Cyster stew 
Hot rolls 
Peaches 
Milk 
Total 
Difference^  
Daily total' 
Daily difference^  
38.996 1.777 
66.775 1.906 
53.720 1.1*82 
459.^ 91 5.165 
22.590 1.301 
-l6.l4.06 — .U76 
3U.lt20 1.750 
-32.355 - .156 
33.1*85 1.U00 
-20,235 - .082 
90.it.95 U.U51 
-68.996 - .711* 
aIn minutes and hundreths of a minute. 
tyfeing home prepared as the base. 
8.880 1.79k 
-30.116 + .017 
18.960 2.1*68 
-1*7.815 + .562 
17.31*2 2.206 
-36.378 + .721* 
1*5.182 6.1*68 
•lllt.309 +1.303 
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Table 8. (Continued) 
Home Partially Substantially 
prepared processed processed 
Menu Time3 Cost Timea Cost Time» Cost 
Monday 
Breakfast* 
Grapefruit 
Oatmeal 
Milk 
Total 13.875 .375 7.320 .503 1.570 .610 
Difference*3 — — - 6.555 + .128 —12.305 + .235 
Lunch: 
Macaroni and cheese 
Chocolate chip cookies 
Milk 
Total 51.138 .670 19.677 .599 2.620 1.316 
Difference^ 3 — — —31.1*61 - .071 -1*8.518 + .61)6 
Dinner: 
Ham 
Peas 
Mashed potatoes 
Coconut cream pie 
Tea 
Total* 59.670 1.691* 1*1.750 1.621* 17.865 2.103 
Difference^  — — -17.920 - .070 -1*1.805 + .1*09 
Daily total 12l*.683 2.739 68.71*7 2.726 21.1*97 I*.029 
Daily difference" — — -55.936 - .013 -103.186 +1.290 
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Table 8. (Continued) 
Home Partially Substantially 
prepared processed processed 
Menu Timea Cost Time* Cost Time» Cost 
Tuesday 
Breakfast: 
Orange juice 
Eggs 
Toast and butter 
Chocolate milk 
Total 2k. 013 i.k3k 5.U95 .866 1.135 .976 
Difference*3 
— — -18.518 
CO S
 1 -22.878 - .k58 
Lunch: 
Spanish rice 
Angel food cake 
Milk 
Total U6.915 .663 38.165 .80k 7.830 .768 
Difference*3 ——— 
- 8.750 + .Ikl -39.085 + .105 
Dinner: 
Breaded veal steak 
Asparagus spears 
Corn niblets 
Lemonade 
Pineapple chunks 
Total 58.875 1.752 25.680 1.886 21.670 1.827 
Difference*3 ---
—-
-33.195 * .13k -37.205 + .075 
Daily total 
Daily difference*3 
129.803 3.8k9 69.3kO 
-60.1|63 
3.556 
- .293 
30.635 
-99.168 
3.571 
- .278 
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Table 8. (Continued) 
Home Partially Substantially 
prepared processed processed 
Menu Time& Cost Timea Cost Time3 Cost 
Wednesday 
Breakfast* 
Grapefruit 
Oatmeal 
Milk 
Total lU.890 .1*85 7.320 .613 1.790 .720 
Difference^  __ 7.570 + .128 -13.100 + .235 
Lunch: 
Vegetable soup 
Salmon steak 
Green beans 
French fried potatoes 
Strawberries and cream 
Tea 
Total 72.105 2.73 7 3 7.065 3.31*8 28.895 2.61*0 
Difference — — —35.01*0 + .611 —1*3.210 — .097 
Dinner: 
Chicken pie 
Corn niblets 
Brownies 
Milk 
Total 102.650 1.1*62 1*7.71*0 1.21*5 7.285 1.739 
Difference13 — — -51*.910 - .217 -95.365 + .277 
Daily total 189.61*5 1*.661* 92.125 5.206 3 7.970 5.099 
Daily difference" — — -97.520 +.522 -151.675 + .1*15 
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Table 8. (Continued) 
Home Partially Substantially 
prepared processed processed 
Menu Time3 Cost Time3 Cost Timea Cost 
Thursday 
Breakfast: 
Orange juice 
Pork sausages and eggs 
Toast and butter 
Milk 
Total 21.200 1.680 11*.995 1.2# 7.780 1.518 
Difference?3 — — - 6.205 — .1*20 —13.1*20 — .162 
Lunch: 
Spaghetti and meat balls 
Baking powder biscuits 
Lemonade 
Pineapple chunks 
Total 57.875 .888 25.770 .980 9.895 1.070 
Difference13 — — -32.105 + .100 -1*7.980 + .182 
Dinner: 
Pork loin roast 
Corn niblets 
Asparagus spears 
Bread and butter 
Angel food cake 
Tea 
Total 56.295 2.389 3U.U5 2.299 13.636 2.271 
Difference13 — — -21.880 - .090 -1*2.659 - .118 
Daily total 135.370 U.957 75.180 I*. 535 31.311 U.859 
Daily difference" — — -60.190 - .1*22 -10l*.059 - .098 
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Table 8. (Continued) 
Menu 
Home 
prepared 
Timea Cost 
Partially 
processed 
Time& ÏJost 
Substantially 
processed 
Tlae* Cost 
Friday 
Breakfast: 
Grapefruit 
Oatmeal 
Milk 
Total 
Difference*3 
111. 980 .595 
Lunch: 
Beef stew 
Green beans 
Mashed potatoes 
Apple pie and ice cream 
Chocolate milk 
Total 
Difference*3 
Dinner: 
Corned beef 
Peas 
Corn niblets 
Bread and butter 
Peaches 
Milk 
Total 
Difference*3 
Daily total 131.068 k.3k5 
Daily difference" — — 
7.320 .723 
7.660 + .128 
7k.988 1.U26 
Ul.100 2.32k 
36.000 2.173 
-38.988 + .7k7 
10.825 l.kk5 
-30.275 - .879 
5k.lk5 k.3kl 
-76.923 - .001 
1.570 .830 
-13 .klO + .235 
16.260 2.200 
-58.728 + .77k 
9.355 l.k60 
-31.7k5 + .86k 
27.185 k.k90 
-103.883 + .lk5 
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Table 8. (Continued) 
Home Partially Substantially 
prepared processed processed 
Menu Time* Cost Time* Cost Time» Cost 
Saturday 
Breakfast: 
Orange juice 
Oatmeal 
Pork sausages and eggs 
Toast and butter 
Milk 
Total 29.860 1.853 20.970 1.1*29 8.600 1.898 
Difference*3 — — — 8.890- —. l*2l* —21,260 + .01*5 
Lunch: 
Macaroni and cheese 
Pineapple chunks 
Chocolate milk 
Total 1*0.088 .866 11.285 .821 3.255 1.335 
Difference^  — —— —28.803 — .01*5 —36.833 + .1(69 
Dinner: 
Fried chicken 
Asparagus 
French fried potatoes 
Lemonade 
Chocolate cake 
Milk 
Total 109.325 2.21*3 76.215 2.51*1* 17.610 2.81*1 
Difference*3 — — -33.110 + .301 -91.715 + .598 
Daily total 179.273 U.962 108.1*70 l*.79k 29.1*65 6.07k 
Daily difference" — — -70.803 - .168 -11*9.808 +1.112 
Weekly total 1,01*9.333 30.701 558.502 29.609 223.21*5 3l*.590 
Weekly difference^  — — -1*90.831 -1.092 -826.088 +3.889 
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I and 111 resulted in a 13i hour savings while the shift between II and 
III resulted in a time reduction of about Si hours. 
The most surprising result of this study occurred on the cost side. 
Contrary to expectations, total cost for the week actually declined when 
the shift was made from the home prepared alternative to the partially 
processed alternative. Cost declined from S30.701 to $29,609, a reduction 
of $1,092.* On a daily basis, the shift from I to II resulted in a cost 
reduction six days out of the seven. The only day that partially proc­
essed food cost more than home prepared was on Wednesday. The major fac­
tor contributing to this deviation from the normal pattern was the high 
cost of partially processed salmon steak, which cost $.56 more than the 
salmon steak used in the home prepared state. 
The daily cost for substantially processed food, except for Tuesday 
and Thursday, was generally higher than the cost of home prepared meals. 
On a daily basis, the increase for substantially processed foods ranged 
from a low of $+.lii to a high of $+1.30. Substantially processed food 
cost $.28 less, however, on Tuesday. On a weekly basis, the consumer 
can make a saving of $3.89 by shifting from I to III, or about $17.50 
per month. 
The major factor contributing to the reduction in cost for the 
partially processed relative to the home prepared is the availability 
of economies of scale in the processing sector of the food market (6). 
Because of the large size of processing firms, these firms have the 
*A similar relationship was found in a case study developed by 
Purdue University. However, the case stucfy involved the setting up 
of only a single day's menu. 
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advantage of certain economies of scale that is not available to the 
consumer at the household level. 
Actually, the retail cost of certain partially processed items is 
higher than the retail price of items having less processing. However, 
the loss in preparing food from the unprocessed state is greater than 
the loss incurred in preparing food with some processing performed in 
the market. As a result, the higher price of partially processed foods 
is more than offset by the greater loss incurred in preparing foods from 
the unprocessed states. This relationship has the effect of reducing 
the cost of the edible portion of the food derived from the partially 
processed foods. 
Time and cost substitution ratios 
Table 9 provides information about the daily and weekly substitution 
ratios of time and money as well as the marginal minute cost incurred by 
the consumer in shifting between alternative forms of food preparation. 
It indicates that the time substitution ratios are favorable for the con­
sumer in shifting between alternatives. The least time savings is 
possible in shifting between alternatives I and II as illustrated by the 
time substitution ratios ranging from 1.65:1 to 2.1*3:1 per day. On a 
weekly basis, the time substitution ratio is 1.88:1. 
The largest time savings are possible in the shift between alter­
natives I and III. The substitution ratio between these alternatives 
ranges from a low of 3.53:1 to a high of 6.08:1. The weekly time sub­
stitution ratio between alternatives I and III averages U.70:l. 
The cost ratios are generally favorable for the consumer when 
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Table 9. Substitution ratios of time and of cost between alternative 
forms of food preparation, daily and for the weeka 
Time 
Between alternatives I & II 
Between alternatives I & III 
Between alternatives II & III 
Time and cost 
Between alternatives I & II 
Between alternatives I & III 
Between alternatives II & III 
Time 
Between alternatives I & II 
Between alternatives I & III 
Between alternatives II & III 
Sunday 
1.76:1 
3.53x1 
2.00:1 
68.996 : .71k 
11U.309 : 1.303 
1*5.313 : 2.017 
Monday 
1.81:1 
5.80:1 
3.20:1 
Cost 
1.16:1 
1:1.25 
1:1.1*5 
Marginal cost 
Per minute Per hour 
$-.010 
+ .011 
+.ol*5 
.600 
+ .660 
+2.700 
Cost 
1.00:1 
1:1.1*7 
1:1.1*8 
Time and cost 
Between alternatives I & II 
Between alternatives I & III 
Between alternatives II & III 
Time 
Between alternatives I & II 
Between alternatives I & III 
Between alternatives II & III 
55.936 : .013 
103.186 : 1.290 
1*7.250 : 1.303 
Tuesday 
1.87:1 
l*.23:l 
2.26:1 
Marginal cost 
Per minute Per hour 
G 0 
+.013 
+ .028 
$ 0 
$+ .780 
+1.680 
Cost 
1.08:1 
1.08:1 
1:1.00 
Time and cost 
Between alternatives I & II 60.1*63 : .293 
Between alternatives I & III 99.168 : .278 
Between alternatives II & III 38.705 : .015 
Marginal cost 
Per minute Per hour 
-.005 
-.003 
0 
t- .300 
- .180 
0 
A^lternative I is home prepared; alternative II is partially proc­
essed; and alternative III is substantially processed (or ready-to-serve). 
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Table 9. (Continued) 
Wednesday 
Time 
Between alternatives I & II 2.06x1 
Between alternatives I & III 1*.99:1 
Between alternatives II & III 2.1*2:1 
Cost 
1:1.11 
1:1.08 
1.02:1 
Time and cost 
Between alternatives I & II 
Between alternatives I & III 
Between alternatives II & III 
Time 
Between alternatives I & II 
Between alternatives I & III 
Between alternatives II & III 
97.520 s 
151.675 i 
5U.155 : 
Thursday 
1.80:1 
U.32.-1 
2.1*0:1 
.522 
.1*15 
.107 
Marginal cost 
Per minute Per hour 
$+.005 
+.003 
-.002 
$+.300 
+.l80 
-.120 
Cost 
1.09:1 
1.02:1 
1:1.07 
Time and cost 
Between alternatives I & II 
Between alternatives I & III 
Between alternatives II & III 
Marginal cost 
Per minute Per hour 
60.190 : .1*22 $-.007 $-.1*20 
lOli.O59 : .098 -.001 -.060 
1:3.869 : .321; +.007 +.1*20 
Time 
Between alternatives I & II 
Between alternatives I & III 
Between alternatives II & III 
Friday 
2.1*3:1 
l*.8l*:l 
1.99:1 
Cost 
1.00:1 
1:1.03 
1:1.03 
Time and cost 
Between alternatives I & II 76.923 : .001* 
Between alternatives I & III 103.883 : .11*5 
Between alternatives II & III 26.960 : .11*9 
Marginal cost 
Per minute Per hour 
I 0 
+ .001 
+.006 
I 0 
+.060 
+ .360 
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Table 9. (Continued) 
Saturday 
Time 
Between alternatives I & II 1.65:1 
Between alternatives I & III 6.08:1 
Between alternatives II & III 3.68:1 
Cost 
1.0U:1 
1:1.22 
1:1.28 
Time and cost 
Between alternatives I & II 70.803 : .168 
Between alternatives I & III 150.338 : 1.112 
Between alternatives II & III 79.005 : 1.280 
Marginal cost 
Per minute Per hour 
£-.002 
+.007 
+.016 
$-.120 
+.1*20 
+.960 
Ratios for one week 
Time 
Between alternatives I & II 1.88:1 
Between alternatives I & III 1*.70:1 
Between alternatives II & III 2.£>0:1 
1.0l*:l 
1:1.13 
1:1.17 
Time and cost 
Between alternatives I & II 
Between alternatives I & III 
Between alternatives II & III 
1*90.831 : 1.092 
826.088 : 3.889 
335.257 : U.981 
Marginal cost 
Per minute Per hour 
$-.002 
+.005 
+.015 
$-.120 
+.300 
+.900 
shifting betwen alternatives I and II. This is illustrated by a cost 
ratio of 1.16:1 on Sunday; a ratio of 1.08:1 on Tuesday; a ratio of 
1.09:1 on Thursday; a cost ratio of 1.0l*:l on Saturday; and a weekly cost 
ratio of 1.0l*:l. 
Using these results for the purpose of decision making, it can be 
observed that the shift between alternatives I and II resulted in time 
savings of a little over 8 hours per week. The shift between I and III 
resulted in a 13^  hour time saving per week. Finally, the shift between 
12U 
alternatives I and II makes available about hours per week to the 
consumer for non-food preparation activities. 
Decision making based on the monetary criterion 
On the basis of the monetary (cost) criterion alone, there appears 
to be no serious decision making problem involved between alternatives 
I and II. The shift between the two alternatives resulted in a weekly 
cost reduction of $1.092 or a marginal hourly reduction of $.12. From 
this it appears as if the consumer would find it advantageous to empha­
size the partially processed foods in her menu planning. 
Using the monetary criterion only, the shift between alternatives 
I and III for the week resulted in an hourly marginal cost increase of 
$.30. With a time savings of approximately 13i- hours per week, the choice 
between additional leisure time or gainful employment narrows down to the 
following. If the choice is additional leisure time then the consumer 
values her leisure time at $.30 per hour. If, on the other hand, the 
choice is for gainful employment then the consumer must realize an hourly 
return of $.30 plus in order to be as well or better off financially. 
With an hourly return of $.30 plus required, the consumer has a much 
wider range of alternative choices of employment. It is possible to 
accept some of the lower part time paying jobs such as baby sitting and 
still be better off financially than previously. If the hourly wage rate 
were much higher, then many of the lower paying positions would be out 
of her relevant range and as a result the alternative job opportunities 
would be restricted and she would be forced to try for the higher paying 
and more competitive jobs. 
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On the basis of the monetary criterion, the shift between alter­
natives II and III resulted in a marginal hourly increase in cost of 
$.90. If the desire is to shift between alternatives II and III then 
gainful employment must yield an hourly wage of $.90 plus. If the con­
sumer chooses to spend the saved time in leisure activities then she 
attaches a value of $.90 per hour on her leisure. 
Decision making based on the quality criterion 
In analyzing the data so far, only the monetary criterion was used 
as a guide^ M decision making. Quality differences between foods in 
various stages of processing was not recognized. In any type of decision 
making, as discussed in the early models of this stucty-, non-monetary 
factors must be incorporated into the decision making activity. Decision 
making in regard to food choices must include a minimum of two choice 
criteria: (1) the monetary criterion and (2) the quality criterion. 
In collecting the data on preparation time and cost of foods in 
various stages of processing the technicians also recorded the if opinion 
on quality differences found among the foods in different stages of 
processing. (See Table 15.) In general, no major quality differences 
were found between the home prepared foods and partially processed foods. 
However, a definite quality difference was noticeable among the partially 
processed and fully processed foods. 
On the basis of these quality findings, it can be stated that deci­
sion making involving the possible shift between alternatives I and II 
can rely on the monetary criterion solely. Since quality is held constant 
between these alternatives, only the monetary criterion has any relevance 
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in decision making of this nature. Since quality is held constant and 
both preparation time and cost declined in shifting between alternatives 
I and II, a general recommendation would then be to shift from alter­
natives I to II. This shift results in an increase in consumer welfare. 
This increase in welfare comes about because the consumer has additional 
time (for either leisure or work) and a reduction in food cost without 
aiy decline in the quality of food consumed. 
Quality differences between alternatives I and III and alternatives 
II and III were quite noticeable. Generally, foods in the substantially 
processed (or ready-to-serve) stage were usually lower in quality than 
the home prepared or partially processed foods. Thus, decision making 
involving substitution between alternatives I and III or II and III 
requires the use of two choice criteria: (l) the monetary criterion and 
(2) the quality criterion. 
Decision making involved in choosing between alternatives I and III 
or II and III depends on the subjective evaluation of the consumer's 
willingness to give up quality in order to attain additional leisure. 
If the consumer chooses to be gainfully employed, instead of using the 
saved time in the form of leisure, then the decision of whether to shift 
will be partly determined by the spread between the hourly cost incurred 
in shifting between alternatives and the hourly wage rage. If the hourly 
wage is much larger than the marginal hourly cost increase, then the con­
sumer may be willing to sacrifice some quality and shift to these more 
highly processed foods. If the spread between the hourly wage and mar­
ginal cost is narrow, then quality reduction may not be worth the 
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additional income earned from outside employment. 
If the saved time is used in the form of leisure, the value placed 
on leisure by the consumer will determine whether the shift between 
alternatives takes place. If the consumer places a very high value on 
leisure she mzy be willing to sacrifice quality. If, on the other hand, 
leisure value is low, no shift may occur because the marginal sacrifice 
in quality would be greater than the increase in the marginal value of 
leisure. 
In previous models, it has been pointed out that consumer decision 
making is a highly subjective process. As a result, recommendations by 
consumer marketing personnel can only be made if decision making involves 
only the monetary criterion. On the basis of the monetary criterion 
alone, the general recommendation would be the use of partially processed 
foods because of the time and cost savings involved. If, however, the 
quality criterion is introduced into the decision making framework, no 
general recommendation can be made since the choice is highly subjective. 
All that can be done is to provide the preparation time and cost coeffi­
cients to consumer units and then let them introduce their own subjec­
tive value of the quality coefficient. The choice between alternative 
forms of food will be determined by the subjective ratio of preparation 
time, cost and quality. 
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A MODEL FOR ESTIMATING A BEST BUY 
The concept of decision making based on relative prices has long 
existed in economic theory. One of the first to deal with the idea of 
relative prices as they affect choice was Adam Smith (U5, p. 28). Smith 
in his short discussion of money raised the question of: 
M The rules which men naturally observe in exchanging (goods) 
either for money or for one another... .These rules determine 
what may be called the relative or exchangeable value of 
goods." 
In this short statement the first evidence of the formal role that 
relative prices play in decision making is noticeable. In spite of the 
fact that the importance of relative prices has been recognized in eco­
nomic theory for almost 200 years, this concept is often ignored by con­
sumer marketing personnel in making purchase recommendations ("best 
buys"). "Best buys" recommendations are generally based on the absolute 
price of a single commodity and the existing supply conditions of the 
commodity. The basis for "best buy" recommendations is expressed most 
clearly by the following communication:* 
"Our best buys program is based upon the selection of those 
foods in abundant supply, at peak of season, economically 
priced, and of good food value. Items in abundance and 
needing marketing assistance usually are considered as "Best 
Beys." When local commodities are at peak of season, in 
heavy supply, and tops in quality, marketing programs must 
be inaugurated as means of getting these distress items 
into consumption." 
In another communication the following information was received 
Hawes, R. C. Maryland Cooperative Extension Service. Baltimore, 
Md. Information relating to the "best buy" program. Private communi­
cation. March, I960. 
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regarding the determination of what constitutes a "best buy":* 
"The following broad guidelines have been established for 
determining the eligibility of items for inclusion on the 
Plentiful Foods lists: (1) foods must be experiencing 
marketing difficulty; (2) be in plentiful supply in most 
market areas of the country; (3) commonly used by most 
people; and (It) generally available in retail food stores. 
.. .As for the products promoted by the Department of Agri­
culture, it would be almost impossible to establish a list 
because of the many considerations involved in the selection 
of foods for special marketing attention by the Department. 
As you indicate, the changing supply situation is one of the 
principle considerations. However, it so happens that we 
have supported such dairy industry promotions as June Dairy 
Month and October Cheese Festival for several years now. 
...Selection of the items to be included on the monthly 
Plentiful Foods List are made by a Special Review Committee, 
from foods suggested by the various commodity divisions of 
the Department. When marketing conditions are particularly 
acute, the commodity may be given feature position on the 
list and made subject of extra emphasis in press, radio, 
and TV releases. Where there is an industry promotion 
planned for a food or foods on the Plentiful Foods list, 
these items may receive further emphasis by highlighting the 
promotion as a merchandising opportunity." 
From the foregoing statements, several general conclusions can be 
drawn. First, items appearing on the "best buy!) or Plentiful Foods list 
may not necessarily be consistent with increasing general consumer eco­
nomic welfare. The lack of price seasonality of such items as milk, 
cheese, rice and peanuts, and other commodities under administered prices 
or price support programs, do not provide money economies as implied by 
such lists. Second, these recommendations are based on changes in the 
absolute prices of a particular food item rather than on the price ratios 
of substitute items as discussed in the previous model. Third, the 
*Freeman, G. C. U5DA., Washington, D. C. Information regarding 
the guidelines used for determination of "best biy". Private communi­
cation. November, 1958 and March, I960. 
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recommendations are based on the absolute retail prices rather than on 
the cost of the edible portions available to the consumer after prepa­
ration of the items in the kitchen. The cost of edible servings was also 
dealt with in the preceding model. 
The determination of what can be considered a "best buy" raises the 
following questions: Does a "best buy" come into existence just because 
the price of a particular commodity or group of commodities has declined? 
Does a "best biy" come into existence because a commodity group institutes 
a promotion or because a particular commodity group determines that the 
market situation is "acute"? If the "best buy" recommendation as for­
mulated by government agencies is based solely on these factors without 
giving recognition to the price of substitutes, such a recommendation 
is not economically sound. 
In the previous model it was shown that decision making relating 
to food purchases requires the use of two choice criteria: (1) the 
monetary criterion and (2) the quality criterion. In certain decision 
making situations, if quality is held constant, the only choice criterion 
necessary is the monetary criterion. In such situations the economist 
is logically justified in making purchasing recommendations. If, however, 
the decision making situation involves both criteria, then the economist 
can supply the cost coefficients for the monetary criterion and let the 
consumer attach a subjective value to the quality criterion. In such a 
case, the end product of the decision making process (the choice) will 
be determined by the monetary-quality criteria ratio. 
Determination of a "best buy" for certain substitute foods based 
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only on the monetary criterion is justifiable in maiy situations. This 
has been demonstrated in the previous model by the fact tint no noticeable 
difference exists between the home prepared and partially processed foods. 
In the case of many processed foods (substitution between canned foods), 
it is relatively simple to estimate what constitutes a "best buy" on the 
basis of the monetary criterion. All that is required is to get the 
retail price and yield found on the- package and from this determine the 
cost per unit (ounces, pounds) and compare the differences in cost between 
the substitute items. 
With nonprocessed foods, such as fresh meat and vegetables, the 
estimation of "best bvy" is more complex. In preparing nonprocessed 
foods at home, losses are incurred. The amount of loss depends upon 
cooking methods, amount of trimming, amount of bone, fat content and many 
other factors. Because of such losses, the relative retail prices between 
nonprocessed foods cannot be used as a criterion for the determination 
of a "best bty" alone. What is required for estimating a "best buy" is 
the weighting of the relative retail prices by the edible portion of the 
substitute raw food items. 
Table 10 provides a method for determining a "best bqy" situation 
based only on the monetary criterion. Quality and consumer preference 
is assumed to be constant between ham and picnic shoulder. Cooking 
method (roasting) between these substitute meats is also held constant. 
However, relative prices between these meats are varied. Alternative I 
presents the consumer with a price ratio of .6?:.$1, alternative II with 
a price ratio of .6f>î.li7, and alternative III with a price ratio of 
Table 10. "Best buy" situations under alternative price spreads 
Edible 
Meat, bone meat re­ Edible 
and fat maining portion Cost of 
remaining after of raw Retail edible 
Description of after table product prices meat 
retail cut roasting3- preparation8. (2)x(3) it/lb.)D 100* (It) (5)x(6) "Best bty" 
U) (2) b) W (5) (6) (7) 
Alternative I 
Ham, bone in, With a $.16 price 
rind on lk% 63% 1*7% $.67 2.13 l.li3 spread at retail, 
the consumer only 
Picnic shoul­ pays $.Q5 more for 
der, bone in, edible picnic 
rind on 7k% 50% 37% .51 2.70 1.38 shoulder. 
Alternative II 
Ham, bone in, With an $.18 price 
rind on 7h% 63% 1*7% .65 2.13 1.39 spread at retail, 
the consumer pays 
$.12 more for edi­
Picnic shoul­ ble ham than for 
der, bone in, edible picnic 
rind on 7h% 5# 37% .1*7 2.70 1.27 shoulder. 
Alternative III 
Ham, bone in, With an $.11 price 
rind on 7l*% 63% 1*7% .61 2.13 1.30 spread at retail, 
the consumer pays 
Picnic shoul­ $.05 less for edible 
der, bone in, ham than for edi­
rind on 71# 5o% 37% .50 2.70 1.35 ble picnic shoulder. 
S^ource: (ll*). 
^Derived from: (33). 
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.61:.50. Weighing of these prices by the cost of the edible meat available 
to the consumer, provides the "best buy" solution on the basis of the 
monetary criterion. 
In alternative I, ham costs $.16 more at retail than does picnic 
shoulder. However, the consumer only pays a marginal cost of $.0£> more 
for the edible meat of ham compared to picnic shoulder. With a $.02 
increase in the price spread (from $.16 in alternative I to $.18 in alter­
native II) the edible ham meat more than doubles in cost to the consumer. 
Cost increases from $.05 in alternative I to $.12 in alternative II. 
Thus it can be observed that, on the basis of the monetary criterion 
alone and with the existing relative prices, in both cases the "best buy" 
would be picnic shoulder. 
Alternative III in Table 10 provides a different "best buy" solu­
tion. Cooking method and quality is again held constant. However, the 
relative retail prices between ham and picnic shoulder have been changed. 
The price ratio in alternative III is .61%.#0. In this case, there exists 
a price spread of $.11. The cost of ham at retail is still higher than 
the cost of picnic shoulder but the cost of the edible ham is actually 
lower than the cost of edible picnic shoulder. In spite of the fact that 
ham is $.11 higher at retail, it actually is a better bty than the picnic 
shoulder. Thus, it can be observed that a price ratio of $.67:.51 or 
$.65:.h7 makes picnic shoulder a "best buy" based solely on the monetary 
criterion. But a price ratio of &6l:.50 reverses the situation and ham 
now becomes a "best bqy." 
Table 11 introduces two variables instead of one into the "best buy" 
V 
I 
Table 11. "Best buy" situations under similar price spreads but alternative cooking method 
Edible 
Meat, Meat meat re­
bone, & bone, & maining Edible 
fat re­ fat re­ after portion Cost of 
maining maining table of raw Retail edible 
Description of after after prepa­ product prices meat 
retail cut roastinga boiling3- ration53 (3)x(U) (t!/lb.)b iool(S) (6)x(7) "Best buy" 
(1) (2) (3) (U) (5) (6) (7) (8) 
Alternative I 
Ham, bone in, With the same 
rand on 86% 60% 51% $.67 1.96 1.31 $.16 spread at 
retail, the con­
sumer now pays 
$.05 less for 
Picnic shoul­ edible ham than 
der bone in, for edible pic­
rind on 7U% ~ 50% 37% .51 2.70 1.38 nic shoulder. 
Alternative II 
Ham, bone in, With an $.18 
rind on 86% 60% 51% .65 1.96 1.27 price spread at 
retail, the cosi 
of edible meat 
is equal. In 
Table 10, the 
Picnic shoul­ consumer paid 
der bone in, $.12 more for 
rind on 7h% —- 50% 37% Ml 2.70 1.27 edible ham. 
S^ource: (lU). 
^Derived from: (33). 
Table 11. (Continued) 
Edible 
Meat, Meat meat re­
bone, & bone, & maining Edible 
fat re­ fat re­ after portion Cost of 
maining maining table of raw Retail edible 
Description of after after prepa­ product prices ' meat 
retail cut roasting boiling ration (3)x(U) (id/lb.) iool(5) (6)x(7) "Best buy" 
(1) (2) (3) (U) (5) (6) (7) (8) 
Alternative III 
Ham, bone in, With an $.11 
rind on 86% 60% 51% .61 1.96 1.20 price spread at 
retail, the con­
sumer now pays 
$.15 less in­
stead of $.05 
less for edible 
Picnic shoul­ ham than for 
der bone in, 
lh% 
edible picnic 
rind on $0% 37% .50 2.70 1.35 shoulder. 
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model. Instead of holding cooking method and quality constant and vary­
ing the price ratios, both cooking method and price ratios are now varied. 
Quality (or consumer preference) is still held constant between the 
substitute meats. 
In Table 10, with both meats being roasted, the edible meat remaining 
after table preparation is 63 percent for ham and $0 percent for picnic 
shoulder. If ham, however, is boiled instead of roasted the edible meat 
remaining declines to 60 percent but the edible meat for picnic shoulder 
remains constant. 
Alternative I, in Table 11 with a $.16 price spread (same as alter­
native I in Table 10) but with different cooking methods, results in a 
change in the "best buy" solution. While picnic shoulder is the "best 
buy" in Table 10, the situation is now reversed and ham transplants picnic 
shoulder as the "best buy." Instead of paying $.05 more for edible ham 
the consumer now pays $.05 less for ham. 
The "best buy" solution for alternative II in Table 11 also changes 
as the change in cooking method is introduced as an additional variable 
in the model. By holding cooking method constant (Table 10), the "best 
bqy" based on the monetary criterion alone is the picnic shoulder. 
Edible picnic shoulder is $.12 less than edible ham. However, with dif­
ferences in cooking method introduced into the model and an $.18 price 
spread, the "best bqy" solution from a purely monetary criterion becomes 
indeterminant. Edible ham and edible picnic shoulder are equal in price. 
In this situation the quality or preference criterion would be the only 
determining factor in finding the solution for the "best bqy". If the 
137 
consumer prefers ham to picnic shoulder, ham would be the "best buy" 
solution. It can be seen that if such a situation exists no recom­
mendation can be made by personnel engaged in consumer marketing programs 
other than both meats are equal in cost. 
Ham is still the "best buy" solution on the basis of the monetary 
criterion for alternative III in Table 11. However, instead of costing 
only $.05 less, edible ham now costs $.15 less. If the quality (or 
preference) criterion is introduced at this point, two general "best buy" 
solutions are possible, With a $.05 lower cost for ham, the preference 
for picnic shoulder may be of such a magnitude that it outweighs the cost 
savings and the subjective (the combination of monetary and preference 
criteria) "best buy" solution might be picnic shoulder rather than ham. 
However, with a $.15 reduction in the cost of ham, the preference cri­
terion may not outweigh the monetary criterion and the subjective "best 
buy" solution might turn out to be ham as indicated by the monetary 
criterion. 
From the above discussion and findings, it is obvious that the 
important variables determining the monetary "best bty" solution are: 
(1) the relative prices (spread) between substitute foods rather than 
the absolute price of a single commodity and (2) the cooking methods used 
in preparing the food items. 
The most important finding in this model is that there is no such 
thing as a "best buy" over time. As retail price spreads change, so does 
the cost of edible food, and as a result the "best biy" solution. If the 
price levels for substitute commodities rise (or fall), the price spread 
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for equal cost (indeterminant monetary solution for a "best buy") between 
substitute commodities will change. Also, at different price levels, 
the same price spread will yield different "best bey" solutions. 
The second factor preventing the recommendation of a "best buy" 
solution over time is the difference in cooking methods available to 
consuming units. As these units change their cooking methods, the "best 
buy" solution may change accordingly. 
On the basis of these findings, it appears as if the major function 
that consumer marketing personnel can perform in this area is to present 
to consumers the basic logic behind the "best bty" solution based on the 
monetary criterion. Also, to provide the economic and technical infor­
mation (price ratios and yield information) to consuming units which they 
can plug into the model developed. The final choice of what is a "best 
buy" can then be determined subjectively by the consumer combining the 
quality and monetary criteria. 
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SUMMARY AMD CONCLUSIONS 
The purpose of this study is to develop a set of models for use by 
personnel engaged in work with consumer marketing programs. Four models 
were developed. Two of the models were developed as policy guides for 
increasing the overall efficiency of consumer marketing programs in 
selected areas. The other two models were developed for the purpose of 
providing consumer marketing personnel with analytical techniques to 
enable them to provide information to consuming units which these units 
can employ to increase the efficiency of their own decision-making 
process. The result of such an increase in the efficiency of the decision 
making process is an increase in consumer welfare. 
Policy makers or implementers of polity, whether working in private 
industry or government, require a set of criteria for carrying out their 
assigned programs most efficiently. Since, in most cases, the personnel 
engaged in consumer programs face a time and money restriction, an effi­
ciently run program requires these individuals to determine their most 
profitable alternatives (measured by the impact of the programs on con­
sumers) and to allocate their scarce resources accordingly. 
The first model in this study was developed for the purpose of pro­
viding guidelines to consumer marketing personnel in allocating their 
resources most efficiently. A basic problem faced by consumer personnel 
is the determination of what priority they are to place on different 
types of information they provide to consumer units. Also, the problem 
of distinguishing between the type of information most relevant to 
specific groups of consuming units is basic. 
lltO 
The model for determining the priority of consumer information is 
composed of five criteria: 
Criterion I - Proportion of total income spent on different expend­
iture categories. Many cross-sectional consumer surveys have shown that 
there is considerable variation between consuming units in the manner in 
which they allocate their income. Also, within any one consuming unit, 
some expenditure categories are more important than others in terms of 
amount of income allocated to these categories. Because of this differ­
ential in allocating income among categories, a lack of knowledge on the 
consumer's part may result in larger losses (in money terms) in one 
expenditure category relative to another. Because of this difference in 
allocating income among expenditure categories, a first consideration in 
developing a priority system for consumer information programs is the 
proportion of total income spent on different expenditure categories. 
On the basis of the existing United States expenditure pattern, this 
criterion alone would indicate a greater emphasis on the food category 
relative to recreation. 
Criterion II - Number of alternative forms of an item available 
to the consuming unit. Consumer units participating in the market are 
faced by a large number of possible items from which to choose. Many of 
these items are substitutes. In the food area alone, estimates indicate 
that the average supermarket handles about 8000 items. Items having many 
substitutes make it more difficult for consumers to make intelligent 
choices. Thus, a priority system must take into account the number of 
substitutes from which a consuming unit must choose. Items having many 
im 
substitutes, therefore, should receive greater emphasis than items with 
only a few substitutes. 
Criterion III - Flexibility of an expenditure category. Another 
factor important in evaluating the relative importance of consumer mar­
keting information is the degree of flexibility of an expenditure cate­
gory or item. Consuming units are faced with three types of expenditure 
adjustments* (1) quite fixed, (2) relatively stable, and (3) quickly 
variable. The proportion of fixed to variable expenditures affects the 
consumer's ability to adjust to a more desirable consumption pattern. 
A consumer with a large proportion of his income committed to fixed pay 
ments cannot readily take advantage of price reductions since most of 
his present and perhaps future income is committed for a deflate time 
period. A consumer having a large proportion of variable commitments 
is in a better position to adjust to short run price changes. Therefore, 
emphasis whould be placed on those categories in which consumers are 
capable and consciously trying to bring about adjustments. 
Criterion IV - Quality and efficiency of consumer planning. Level 
of knowledge among expenditure categories varies. One component required 
for increasing the efficiency of the decision making process is more 
perfect knowledge. To increase the efficiency of the consumer marketing 
program, emphasis should be placed on those areas where the consumer has 
the least knowledge. This reduces the risk and uncertainty in making 
purchasing decisions and increases consumer economic welfare. 
Criterion V - Differentiation of the audience. A final technique 
for the efficient operation of a consumer marketing program is a technique 
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for matching relevant information to consumer groups. The income classi­
fication used in this study was for illustrative purposes. Other classi­
fications, such as occupation, age, education level, etc., may be more 
appropriate in selecting the appropriate audience in consumer marketing 
programs. On the basis of income, the following primary interest cate­
gories were suggested: (l) low income group-price and quality in that 
order; (2) middle income group — (a) the low middle income group requires 
price, quality and convenience information, (b) the middle and high income 
units require convenience, price and quality information in that order; 
and (3) high income group — quality, convenience and price. 
Marketing education work with both consumers and firms requires that 
the educator has an understanding of the internal process of decision 
making that such units go through in the market place. The previous model 
was based on criteria which reflected the end product of decision making. 
"What is ideally required for policy making is a knowledge of the variables 
influencing decision making. The second model in this study was developed 
with this purpose in mind. 
The behavioral model of the consuming unit is divided into two parts: 
(1) the partial equilibrium model and (2) the general equilibrium model. 
In the first part of this model, the variables influencing consumer behav­
ior are identified and experimental evidence is presented showing the 
impact of these variables on behavior. The second part of this model 
integrates these previously identified variables into a conceptual whole. 
The possible interactions between these variables are then examined. 
The partial equilibrium model is composed of the following aggregated 
Ili3 
variables acting on the consuming unit: 
1. Situational variables 
2. Social need variables 
3. Physical need variables 
U. Expectation variables 
The general equilibrium behavioral model of the consuming unit is 
made up of the following components: 
1. The life space of the consuming unit. This is a psychological 
concept developed by Lewin and Tolraan. The life space is a psychological, 
not physical, concept which encompasses the totality of facts impinging 
on the consuming unit and these facts (or variables) influence the behav­
ioral response of the consuming unit. The life space is a conceptual 
construct which cannot be empiricized. In the model developed, the prime 
function of the life space is to serve as a skeleton upon which the other 
components of the model can be built. 
2. Expectations. Expectations are formulated by the consuming unit 
moving through the life space on the basis of the signs the unit observes 
within the life space. The expectations formulate the basis for the con­
suming unit in determining whether it may or may not reach a goal or 
goals. 
3. The reaction threshold. The reaction threshold is defined as 
a sphere with n dimensions and m number of vectors possessing upper and 
lower limits. Within these upper and lower limits no behavioral response 
can occur. The behavioral response of a consuming unit is a partial 
function of the location of the summated value of the vectors and summated 
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value of expectations. 
U. Lexicographic ordering of goals. This concept presents the 
idea that consuming units in attempting to maximize satisfaction order 
their goals based on their subjective evaluation. In their behavioral 
pattern, consuming units will first attempt to satisfy their first order 
goal and then move in the direction of satisfying lower order objectives. 
5. Subjective evaluation of goal attainment. This concept assumes 
that maximization may not necessarily be defined as the attainment of the 
consuming unit's absolute goal. The maximization requirement may be 
satisfied if: (a) the consuming unit attains its absolute goal, (b) the 
consuming unit is able to arrive in the proximity of its goal, (c) the 
consuming unit is successful in moving in the direction of a chosen goal, 
or (d) the consuming unit chooses a socially acceptable goal. 
Efficient decision making by the consuming unit and firms requires 
as one of its components knowledge of opportunity cost and time. Oppor­
tunity time has received considerably less emphasis by economists than 
opportunity cost. The reason for this neglect is obvious. Opportunity 
time plays an important role in decision making only in an affluent 
society. 
The third model in this study was designed to obtain estimates of 
opportunity cost and opportunity time in food preparation. This infor­
mation can be disseminated by consumer marketing personnel to consuming 
units. Consuming units with such information can in turn make more 
intelligent buying decisions relating to food and thereby increase their 
welfare. 
The data for estimating opportunity time and cost were derived from 
a case stucfy conducted by two home economists under the direction of the 
author and other members of the economics department. The actual tests 
were conducted in a home management house at Iowa State University. 
Recommendations for shifting between alternative forms of food are 
based on two choice criteria: (1) the monetary criterion and (2) the 
quality criterion. 
In shifting between alternative I (homeprepared) and alternative 
II (partially processed) only the monetary criterion is a relevant choice 
indicator. Very little difference was found in the quality of food 
between alternatives I and II and, therefore, only the monetary criterion 
is required in choice making. A shift from alternative I to II resulted 
in a reduction of both preparation time and cost. With no noticeable 
quality difference between these alternatives, the recommendation for 
increasing consumer welfare was a shift toward more partially processed 
foods. 
The shift between alternatives I and III and alternatives II and III 
resulted in a noticeable quality difference. As a result, decision making 
must be based on both the monetary and quality criteria. The value of 
the quality criterion is determined subjectively by the consuming unit. 
The economist cannot recommend shifts between alternatives based on the 
quality criterion. 
Preparation time followed the expected pattern of declining as the 
consumer shifted to the more processed foods available. Shifting between 
alternative I (home prepared) and alternative II (partially processed) 
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resulted in a daily time reduction ranging from about 1 hour to a little 
over if hours. The shift between alternatives I and III resulted in a 
daily time reduction ranging from if to 2-f hours, while the shift between 
II and III ranged between 26 minutes and 79 minutes. 
On a weekly basis, the shift between alternatives I and II made it 
possible to save approximately 8 hours. The shift between alternatives 
I and III resulted in a 13f hour savings while the shift between II and 
III resulted in a time reduction of about S'k hours. 
Contrary to general expectations, total cost for the week actually 
declined when shifting from the home prepared alternative to the partially 
processed alternative. Cost declined from $30,701 to $29,609, a reduction 
of $1,092. 
The daily cost for substantially processed foods, except for Tuesday 
and Thursday, was generally higher than the cost of home prepared meals. 
On a daily basis, the increase in substantially processed foods ranged 
from a low of $+.11* to a high of $+1.30. On a weekly basis, the consumer 
can make a saving of $3.89 by shifting from I to III, or about $17.50 
per month. 
The choice of which alternative to choose, from the monetary cri­
terion alone, is a function of the value of the free time made available 
by the more processed foods. If the consumer chooses to use the free 
time in the form of leisure, she must subjectively attach a value to her 
leisure time. If the value of leisure time is less than the marginal 
increase in cost in shifting to more processed foods, the decision cri­
terion suggests a shift towards less processed foods. If the free time 
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is used for gainful emplqyment then, from the monetary criterion alone, 
the marginal hourly cost must be less than the marginal hourly wage rate 
in order to shift to the more highly processed alternative foods and 
have an increase in economic welfare. If the marginal hourly cost in 
shifting between alternatives is less than or equal to the marginal 
hourly wage rate then the shift toward more processed forms of foods 
results in a reduction in consumer economic welfare. 
The last model in this study was developed for the purpose of 
providing consumer marketing personnel with a technique with which to 
make "best bty" recommendations. Existing "best buy" recommendations 
use market distress of a commodity, the absolute price of a single 
commodity and supply patterns of commodities as criteria for determining 
a "best buy." The use of these criteria may result in misleading "best 
bqy" recommendations and may at times reduce consumer welfare. 
The data for empiricizing the model was derived from the Providence 
Retail Price Report and from selected U5DA studies dealing with food 
losses during preparation. The choice criteria in this model were the 
same as used in the previous model: (1) the monetary criterion and (2) 
the quality (preference) criterion. 
Two general methods were used to determine a "best buy." In the 
first method, quality and cooking method were held constant but the 
relative prices between substitute commodities were allowed to vary. 
Three price ratios were used. On the basis of the monetary criterion, 
the "best buy" solution was determined for each price ratio. 
In the second method, quality was again held constant but both 
li|B 
cooking method and relative prices were permitted to vary. Again, on 
the basis of the monetary criterion, the "best bvy" solution was found. 
With this additional variable (cooking method) the "best buy" solutions 
in method B varied from the solutions derived in method A. 
"Best biy" solutions were determined for ham and picnic shoulder. 
The price ratios used for determining the "best bvy" were: (1) .67 : .51, 
(2) .65 : .U7, and (3) .61 :.$0. Under method A (cooking method held 
constant) price ratios (1) and (2) yielded picnic shoulder as the "best 
buy" on the basis of the monetary criterion. Price ratio (3) resulted 
in ham being the "best buy" between the substitute items. 
Under method B (cooking method varied) the following "best buy" 
solutions were obtained on the basis of the monetary criterion. Price 
ratio (1) resulted in ham now being the "best bty." Price ratio (2) 
yielded an inde terminant solution on the basis of the monetary criterion. 
Price ratio (3) resulted in ham still being the "best byy" but by a 
larger monetary margin. 
If the quality (preference) criterion is introduced into the model, 
the "best byy" solution becomes a subjectively determined solution. Each 
consuming unit must place a value on its quality coefficient and then 
determine the subjective quality - monetary ratio to arrive at a solution. 
The function of the personnel engaged in consumer marketing programs 
is to provide both technical and economic (food yields and relative 
prices) information which will help consuming units quantify the monetary 
criterion. The monetary criterion coefficient along with the value of the 
subjective quality criterion permits consuming units to make food choices 
designed to increase their general welfare. 
Ili9 
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Table 12. Time and money costs of foods bought in varying stages of 
processing 
Preparation, 
active cooking 
and clean-up Waiting 
Food time5 time3. Cost" 
Beverages: 
Tea 
bulk 
tea bags 
powdered instant 
Chocolate milk 
home-made syrup 
dry instant mix 
prepared canned syrup 
prepared 
Lemonade 
fresh lemons 
canned concentrate 
frozen concentrate 
bottled juice 
frozen juice 
Orange juice 
fresh oranges 
canned concentrate 
frozen concentrate 
canned juice, ready-to-serve 
Biscuits: 
Baking powder biscuits 
homemade 
prepared mix 
packaged biscuits, refrigerated 
Hot rolls 
homemade 
prepared mix 
frozen 
brown and serve 
2.790 11.000 $.028 
.905 11.000 .oho 
1.885 11.000 .034 
16.183 — . 254 
2.685 — . 250 
3.060 —- .277 
. 280 — .220 
5.810 — .097 
1.770 -— .145 
3.000 90.000 .135 
3.175 — .079 
3.380 90.000 .076 
7.830 ——— .814 
1.370 — .175 
2.810 — .250 
.855 — .390 
12.325 11.300 .071 
10.465 11.210 .067 
3.600 8.605 .150 
31.615 85.000 .209 
19.870 81.500 .290 
6.700 138.500 .390 
4.697 9.000 .600 
aIn minutes and hundreths of a minute, 
kpor a family of four. 
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Table 12. (Continued) 
Food 
Preparation, 
active cooking 
and clean-up 
time 
Waiting 
timea Cost 
Cereals: 
Oatmeal 
long cooking 
quick cooking 
ready to eat 
Fruits: 
8.660 
5.975 
.820 
10.500 
5.795 
$.063 
.063 
.270 
Grapefruit 
half 
sections, fresh 
sections, frozen 
sections, canned 
Peaches (sliced) 
fresh 
frozen 
canned 
Pineapple (chunks) 
fresh 
frozen 
canned 
5.215 
6.230 
1.345 
.750 
8.690 
1.355 
1.010 
7.395 
1.270 
.635 
90.000 
180.000 
.202 
.202 
.330 
.230 
.307 
.410 
.430 
.256 
.290 
.215 
Strawberries 
fresh 
frozen 
canned 
Baked desserts: 
10.710 
2.040 
.850 
20.000 
.397 
.400 
.248 
Angel food cake 
homemade 
prepared mix 
ready made 
Chocolate cake 
homemade 
prepared mix 
frozen 
24.245 
19.795 
4,1.735 
24.495 
.500 
135.000 
130.000 
27.500 
22.000 
6o.oco 
.084 
.132 
.160 
.172 
.232 
.592 
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Table 12. (Continued) 
Preparation, 
active cooking 
and clean-up Waiting 
Food time time Cost 
Brownies 
homemade 37.120 76.000 . 061* 
prepared mix 20.610 76.000 .068 
refrigerated 1.385 — .160 
Butterscotch cookies 
homemade 23.930 11*3.000 .020 
refrigerated roll 8.175 9.000 .160 
Chocolate chip cookies 
homemade 18.1*1*5 12.500 . 060 
prepared mix 10.107 15.000 .068 
ready made -— .196 
Apple pie 
homemade 21*.170 60.000 .211* 
prepared mixes (canned pie 
apples, crust mix) 18.085 1*0.000 .31*8 
frozen, ready-to-bake 2.120 50.000 .520 
Coconut cream pie 
homemade 28.780 10.000 .268 
prepared mixes (pudding filling, 
crust mix, meringue mix) 25.915 13.000 .31*8 
frozen 1.320 60.000 .600 
Meats î 
Cube steak 
fresh 6.800 3.000 .716 
frozen 6.375 3.000 .652 
Roast beef 
fresh, prime rib standing 1*.280 131*.000 2.121* 
fresh, prime rib rolled boneless 3.975 101.000 1.800 
Pot roast 
fresh, rump pot roast ll*.7l*5 180.000 .968 
canned 2.995 11.000 .51*8 
canned slices and gravy 3 . 710 6.230 1.11*0 
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Table 12. (Continued) 
Preparation, 
active cooking 
and clean-up Waiting 
Food time time Cost 
Corned beef 
uncooked 
canned 
Pork chopettes 
fresh 
frozen 
Pork loin roast 
fresh, with bone 
fresh, rolled boneless 
Ham 
uncooked, partly trimmed 
and defatted 
skinless, fully cooked, 
defatted 
canned 
fully cooked, defatted, 
rolled, boneless 
Pork sausage 
bulk 
roll 
link skinless 
link, brown and serve 
Breaded veal steak 
fresh 
frozen chopettes 
Fried chicken 
fresh, uncut 
fresh, cut at market 
frozen, uncut, uncooked 
frozen fried 
Salmon steak 
fresh 
frozen 
canned 
2.115 180.000 .980 
1.1)35 — .321* 
15.985 — .708 
13.91*0 — .732 
3.91*5 108.500 1.51*0 
It. 215 168.500 1.356 
U.Uoo 160.000 .760 
3.850 77.500 .736 
1*.835 82.500 .796 
li.910 8U.000 1.021* 
13.370 — .280 
12.185 — .1*20 
11.835 — .5l6 
6.925 — .51*8 
20.355 60.000 .71*0 
11.735 — .82b 
36.710 U0.000 1.136 
38.070 1*0.000 1.176 
35.1*05 1*0.000 1.280 
1*.095 30.000 1.188 
17.950 1.112 
19.750 1.672 
1.510 —— .888 
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Table 12. (Continued) 
Food 
Preparation, 
active cooking 
and clean-up 
time 
Waiting 
time Cost 
Meat combinations: 
Beef stew 
homemade 
canned 
15.625 
3.995 
152.500 
15.000 
.1*01: 
.860 
Chicken pie 
homemade 
prepared mixes (canned chicken 
fricassee, crust mix) 
frozen 
it? .385 
22.910 
2.1:60 
326.000 
31.000 
1*0.000 
.859 
.816 
1.160 
Spaghetti and meat balls 
homemade 
home prepared, (canned 
spaghetti and sauce, 
frozen meat balls) 
canned 
32.315 
11.035 
3.690 
35.1*60 
5.000 
11.000 
.1*61* 
.1*88 
.560 
Meat substitutes: 
Macaroni and cheese 
homemade 
dried, packaged 
frozen 
canned 
16.510 
6.955 
2.31*0 
2.685 
21.91*0 
10.91*0 
21.000 
23.000 
.35 6 
.251* 
.900 
.380 
Spanish rice 
homemade, (regular rice, 
raw onion) 
partially processed (minute 
rice, dried onion) 
canned 
22.670 
18.370 
7.830 
5.590 .359 
.1*52 
.388 
Soups: 
Oyster stew 
homemade, (frozen oysters) 
partially processed, 
(canned oysters) 
frozen 
13.1*15 
12.260 
11.635 3.000 
.718 
.1*52 
.928 
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Table 12. (Continued) 
Food 
Preparation, 
active cooking 
and clean-up 
time 
Waiting 
time Cost 
Vegetable soup 
.Ut2 homemade lit. 915 210.000 
frozen 13.910 3.000 .700 
dried 2.190 13.275 .128 
canned 2.635 5.520 .360 
Vegetables: 
Asparagus spears 
.31:0 fresh 7.170 12.005 
frozen 5.230 10.000 .itBlt 
canned lt.090 . 3.895 .kkk 
Beans, green snap 
fresh 7.81:0 16.090 .236 
frozen it.58o 8.260 .352 
canned 3.585 k.865 .26k 
Corn 
fresh, on cob 7.585 9.000 .1:23 
fresh, niblets I8.llt5 ——— .319 
frozen, niblets it. 220 5.050 .209 
canned, niblets 3.Bo 5.000 .199 
Peas 
fresh 12.150 10.500 .120 
frozen 3.615 10.500 .20k 
canned 3.470 3.970 .209 
French fried potatoes 
home prepared 17.900 60.000 .278 
frozen 7.155 20.000 .252 
Washed potatoes 
home prepared 11.555 17.150 .218 
instant 6.280 2.755 .236 
Table 13. Cost sheet of basic ingredients 
Ingredient 
Teaspoon 
(tsp.) 
Tablespoon 
(tbsp.) 
Cup 
(c.) 
Quart or 
pound 
(qt. or #) l/k c. 1/3 c. 1/2 c, 
Butter 
Milk 
Sugar -granulated 
(37 Tbsp. per #) 
Sugar -powdered 
(35 Tbsp. per #) 
Sugar - brown 
Flour - all purpose 
Flour - cake 
Shortening 
Eggs 
Nuts - walnuts 
Cocoa 
n 
Chocolate 
Salt 
Baking powder 
Baking soda 
Black pepper 
Vanilla 
.007 
.0008 
.0013 
.0013 
.0005 
.0033 
Tablespoon 
T5Ô6 
.006 
.003 
.003 
.015 
.022 
.003k 
.002k 
.00k 
.ook 
.ooik 
.01 
.008 
.009 
Teaspoon 
.002 
.002 
.001 
.001 
.005 
.355 
.055 
.038 
.06k 
.06k 
.022 
.035 
.163 
.71# 
.22 qt. 
.0# 
.k 5/ 
.lk# 
.OS# 
.17# 
.326# 
.090 
.013 
.010 
.016 
.0X6 
.005 
.oki 
.036 per egg .k3 per doz. 
.395 
3/k tsp. 
.0037 
.79 for 8oz.099 
or 2 c. 
.69# 
.37per l /2 j f  
.k5per 1/2jf 
1/2 tsp. l/k tsp. 
.001 
.001 
.0002 
.118 
.018 
.013 
.021 
.021 
.007 
.05k 
.131 
.177 
.027 
.019 
.032 
.032 
.011 
.081 
.197 
.0025 .001 
Note: 
3 tsp. =1 tbsp 
16 tbsp.=l c. 
k tbsp.-l/k c. 
5 1/3 tbsp.=1/3 c. 
8 tbsp.=1/2 c. 
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Table 11*. Retail food costs 
Product 
Quantity 
purchased 
Cost of 
purchase 
(A) 
Apple pie mix (canned) 
Apples (fresh) 
Apple pie (canned) 
Asparagus (fresh) 
Asparagus (canned) 
Asparagus (frozen) 
(B) 
Beef TV Dinner 
(Pot roast beef, mixed veg. 
baked pot) 
1fr 5 oz. 
2# 
Bunch 16 oz. 
lkk oz. (1*11 grs.) 
1. doz. pkg. 
12 oz. 
.31 
.25 
.23 
.29 
.43 
.1*7 
.59 
Beef TV dinner 11 oz. .69 
(Beef in gravy, peas and corn) 
1/2 ^  Baking powder .17 
Beans-green-snap-can W each can 2 for .37 
Beans-gre en-snap-frozen 9 oz. pkg. .25 
Beans-green-fresh 3# .75 
Bouillon cubes .10 
Bisquick 20 oz. .29 
Biscuits (ref.) 8 oz. .15 
Beef (stew meat) 2 oz. pkg. .52 
Beef stew (canned) 1# canned .1*3 
Beef-corned (canned) .1*9 or .53 
Beef-corned (uncooked) til 15 oz. 1.73 
Beef steaks (frozen) 8 oz. .1*9 
Beef and br. gravy (canned 1# 
.57 
Beef cube steak (fresh) 9 oz. .52 
Beef-roast (canned) 12 oz. 
.53-.55 
Beef-ground chuck 1 § .69 
Beef-rump roast 3 it 2.91 
Beef-rib-standing Qir 10 oz. 8.51 
Beef-rolled rib roast 6# 1 oz. 5.1*o 
Butter V .71 
(C) 
Carrots hf 3 oz. .10 
Celery 1# 11 oz. .1*3 
after cleaned 
Cocoa 8 oz. 
.37 
Cocoa-inst. mix 8 oz. 
.27 
Cocoa-prep, syrup 5i oz. .10 
Chocolate chips 12 oz. .1*9 
Corn-whole kernel 8 3/1* oz. .13 
21*8 grs. 
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Table lU. (Continued) 
Quantity Cost of 
Product purchased purchase 
Cheese-parmesan l|- oz, (7 tbsp.) .19 
Crisco 3# .98 
Cheese 9 2/3 oz. .57 
Corn niblets (frozen) 10 oz. pkgs. 2 for .39 
Corn niblets (canned) It 1 oz. 2 for .37 
Corn fresh-ears 11/ 8 oz. 1.60 
Cream tartar .2k 
Cake-frozen chocolate 1/ 2 oz. .89 
Cake mix chocolate 9 oz. pkg. .19 
Cake mix chocolate-Jiffy 9 oz. pkg. .15 
Cake Angel Food-Pillsbury .53 
Cocoanut-shredded 8 oz. .31 
Cookies mix chocolate chip 13 3A oz. .36 
Cookies ref. butterscotch 11.5 oz. per roll .ii3 
Brownies (Sara Lee) 111 oz. .79 
Brownies (Dun, Hines) 1# .33 
Chicken - frozen chicken pie 1 .29 
Chicken - canned fricassee 15 l /k  oz. can .ii3 or .ii5 
Chicken (raw) 3# 10 oz. 1.82 
Chicken (canned boneless) 5 oz. .39 
Chicken (fried-frozen chicken) hr il OZ. 1.19 
Chicken (fryer) 8# 6 oz. lu 28 
Chicken (fryer frozen) 2f f  6 oz. 1.28 
Chicken (fryer frozen) 2/ 12 oz. 1.1+1 
Chicken TV dinner 11 oz. .59 
Whipped potatoes, corn, 
chicken 
Chicken TV dinner 11 oz. .69 
Whipped potatoes, mixed 
vegetables, chicken 
(E) 
fr 
Frosting (mix chocolate) Betty Crocker 
1 doz. .1:3 
15 oz. .33 
Frosting (mix chocolate) Pillsbury 13 oz. .35 
Flour - all purpose 5f .59 
Flour - cake 2$ .35 
(G) 
Grapefruit (fresh) 6 grapefruit .58 
(3/1# ea.) 
Grapefruit (frozen) 1 - 13 1/2 oz. can .33 
Grapefruit (canned) 1 - If can .23 
Table lk. (Continued) 
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Product 
Quantity 
purchased 
Cost of 
purchase 
(H) 
Ham (Canned) 
Ham (fully-cooked-defatted) 
Ham (rolled-boneless-cooked) 
Ham (uncooked) 
(L) , 
Lemons (fresh) 
Lemons juice - con. (frozen) 
Lemons juice - con. (canned) 
Lemonade (frozen 
Lemonade (canned) 
(M) 
Macaroni and cheese (canned) 
Macaroni and cheese (frozen) 
Macaroni and cheese (dried) 
Macaroni 
Milk 
Milk - chocolate 
Meringue mix 
Meat balls (frozen) 
Mustard (prepared) 
(N) 
Nuts - walnuts 
Noodles - frozen 
(0) 
Oil - Mazola 
Oatmeal - Cheerios 
Oatmeal - long cook 
Onions-dried-whole 
Onions-dried-chopped 
Oranges (fresh) 
Orange juice (frozen) 
Orange juice (canned) 
Orange juice (canned 
Oysters (canned) 
Oysters (frozen con.) 
Oyster stew 
(P) 
Pineapple (fresh) 
Pineapple (frozen) 
Pineapple (canned) 
3# 2.99 
6# 8 oz. U.05 
3// 15 oz. 5.38 
8# 13^ - oz. 6.1|8 
9 lemons .30 
5 3/h  oz. can .15 
12 fl. oz. bottled .25 
6 oz. can 2 for .31 
6 oz. can 2 for .27 
15 l /k  oz. or .19 
U32 grs. 
8 oz. pkg. .225 
oz. pkg. .18 
7 oz. pkg. 2 for .27 
1 qt. .22 
1 qt. .22 
2 pkgs. for 2 pies .29 
10 oz. .69 
6 oz. .11 
1 c. (It oz.) .39 or ,U3 
8 oz. .31 
1 qt. .79 
lOj OZ.-296 grs. .27 
l é  2 oz. .20 
2# .20 
1 pkg. .05 
1 doz. h# oz. .89 
6 oz. cans .25 
6 oz. cans 2 for .35 
Wi oz. .39 
8 oz. can .Ivf 
12 oz. can ,<?5 
10 oz. can .39 
2gr .29 each 
13^  oz. can .29 each 
1# can .21 £ each 
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Table lU. (Continued) 
Product 
Quantity-
purchased 
Cost of 
purchase 
Potatoes (fresh) 1# 111 oz. .17 
Potatoes (fresh bakers) 5# 3 oz. .59 
Potatoes (dried) 7 oz. .33 
Potatoes (frozen fr. fried) .19 each 
Peas (fresh in pod) 7# 9 oz. 2.00 
Peas (frozen) 10 oz. .19 
Peas (canned) .195 each 
Pepper green-fresh 1 pepper .10 
Pimento (canned) 2 oz. .15 
Pie crust mix k  sticks (20 oz.) .39 
Pie - Coc. cr. frozen 16 oz. .75 
Pie apple (frozen) 2li oz. .65 
Pie-filling-mix-to be cooked 3 l /k  oz. not each .29 for 3 
Pie-filling-mix-instant 3 3/U 02• n°t each .32 for 3 
Pork sausage - roll là  roll .57 
Pork sausage link 1# .69 
Pork sausage br. and serve (link) 8 oz. .55 
Pork sausage bulk 1# .59 
Pork - tenderetttes 10 1/3 oz. .52 
Pork chopettes - frozen 8 oz. .53 
Pork - loin roast - boneless \ é  12 oz. li.lil 
Pork - loin roast - with bone 6# 12 oz. 5.1i0 
Peaches (canned) 1# lb oz. .li3 
Peaches (fresh) 56 oz. or(15 peaches) .75 
Peaches (frozen) 10 oz. .li3 
(R) 
Rice - regular W .21 
Rice - minute 13 7/8 oz. .li3 
Rolls (frozen) 2 doz. .39 
Rolls - mix Ill l /k  oz. .29 
Rolls - br. and serve 
(s) 
Soup - vegetable (canned) 
1 doz. - (12 oz.) .30 
11 oz. .18 each 
10 3/lt oz. cans .29 for 2 
Soup - vegetable (frozen) 10 l /k  oz. .35 
Soup - vegetable (dried) 7l oz. .39 
Stew (canned) 4 .35 Spanish rice 1% oz.-li39 gr. .39 for 2 
Spaghetti 16 oz. .23 
Spaghetti and meat balls - (canned) 151 oz. .27 to .29 
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Table 11*. (Continued) 
Quantity-
purchased 
Cost of 
purchase 
1# oz. 
12 oz. 
10 oz. 
15 OZ. 
19 oz. 
12 oz. 
1/ 
5# 
l# 
2 for .25 to .29 
.39 . 
.20 
.25 
.39 
.79 
.80 
.55 
2 for .29 
li oz. 
5/6 oz. 
W 
lUi oz. or i4.ll gr. 
8 oz. cans 
10^  oz. cans 
6 oz. 
1 oz. 
8 oz. 
liii" oz. 
.1:9 
.1U 
.45 
.43 for 2 
.29 for 3 
:$ 
.27 
.59 
1.02 
3 pkg, .15 
Product 
Spaghetti & torn, sauce & cheese 
(canned) 
Strawberries (fresh) 
Strawberries (frozen) 
Strawberries (canned) 
Strawberries (fresh) 
Salmon steak (frozen) 
Salmon steak (fresh) 
Sugar white gran. 
Sugar powdered 
(T) 
Tea - inst. powdered 
Tea - tea bags 
Tea - bulk 
Tomatoes (canned) 
Tomato sauce 
Tomato - puree 
Tomato paste 
(V) 
Vanilla 
Veal - chopettes 
Veal - steak 
(Y) 
Yeast 
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Table 1$. Food testers opinions regarding the quality of foods in 
various stages of processing 
Food Opinion 
Beverages: 
Tea 
Bulk 
Tea bags 
Powdered instant 
Chocolate milk 
Homemade syrup 
Dry instant mix 
Prepared canned syrup 
Prepared 
Lemonade 
Fresh lemons 
Frozen concentrate 
Bottled juice 
Frozen lemon juice 
Canned concentrate 
Orange juice 
Fresh oranges 
Frozen concentrate 
Canned concentrate 
Ready-to-serve 
Biscuits: 
Baking powder 
Homemade 
Prepared mix 
Refri. pkg. 
Hot rolls 
Homemade 
Brown and serve 
Prepared mix 
Frozen 
Cereals: 
Oatmeal 
Long cooking 
Quick cooking 
Prepared 
Very strong; good flavor. 
Very strong; good flavor. 
Not as strong as the other two; does not 
seem to be a true tea flavor. 
Flavor good. 
Flavor good. 
Flavor not as good as other types. 
Flavor good. 
Flavor good. 
Flavor good. 
Flavor much better than canned concentrate 
but not as good as frozen concentrate. 
Flavor poor; very weak. 
Flavor poor; very strong in citric acid. 
Flavor and color good. 
More nearly like fresh orange juice in 
flavor. 
Flavor poor; flavor much like orange pop 
drink. 
Flavor poor. 
Flavor good; tender. 
Flavor good; texture good. 
Flavor poor; texture soggy; doughy and heavy. 
Flavor good; texture good, light and tender. 
Flavor good; texture light and tender. 
Flavor good; texture good, light and tender. 
Flavor poor to fair; texture very poor; not 
tender; soggy and doughy. 
Flavor good; better than quick cooking, 
Flavor good. 
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Fruits: 
Grapefruit 
Fresh half 
Fresh sections 
Frozen 
Canned 
Peaches 
Fresh 
Frozen 
Canned 
Pineapples 
Fresh chunks 
Frozen 
Canned 
Strawberries 
Fresh 
Frozen 
Cammed 
Baked desserts: 
Angel food cake 
Homemade 
Prepared mix 
Prepared 
Chocolate cake 
Homemade 
Prepared mix 
Frozen 
Brownies 
Homemade 
Prepared mix 
Prepared 
Butterscotch cookies 
Homemade 
Prepared mix 
Prepared 
Chocolate chip cookies 
Homemade 
Prepared mix 
Prepared 
Flavor very good. 
Flavor very good. 
Flavor good; sweeter than canned. 
Flavor good; but different from fresh 
grapefruit. 
Flavor good. 
Flavor fair to good. 
Flavor good; much too sweet. 
Flavor very good; texture good. 
Flavor good; texture good. 
Flavor and texture good; but not as good 
as frozen or fresh. 
Flavor and texture excellent. 
Flavor excellent; texture good. 
Flavor poor; texture poor. 
Flavor and texture very good. 
Flavor and texture good. . 
Flavor fair; spongy. 
Flavor and texture good. 
Flavor and texture good. 
Flavor and texture good when first opened; 
poor the second day. 
Flavor and texture good. 
Flavor and texture good. 
Flavor very poor; texture good. 
Flavor and texture excellent. 
Flavor fair to poor; texture good. 
Flavor poor. 
Flavor good; texture tender. 
Lacks flavor; hard and quite tough. 
Flavor poor. 
170 
Table 15. (Continued) 
Food Opinion 
Apple pie 
Homemade 
Prepared mix 
(canned apples) 
Prepared mix 
(pie filling) 
Frozen 
Coconut cream pie 
Homemade 
Prepared mix 
Frozen 
Meat: 
Cube steak 
Fresh 
Frozen 
Roast beef 
Standing prime rib 
Rolled prime rib 
Rump roast 
Fresh 
Canned 
Canned (slices with 
gravy) 
Corned beef 
Fresh 
Canned 
Pork chopettes 
Fresh 
Frozen 
Loin roasts 
Fresh with bone 
Fresh, rolled boneless 
Ham 
Uncooked, partly trimmed 
and defatted 
Fully cooked, skinless 
and defatted 
Fully cooked, rolled, 
boneless and defatted 
Canned 
Flavor and texture good. 
Flavor fair, much better than pie filling 
pie5 texture good. 
Flavor very-poor; texture good. 
Flavor good but too sweet; texture good. 
Flavor and texture excellent. 
Flavor and texture fair. 
Flavor and texture very poor. 
Flavor and texture good. 
Flavor fair and texture fair. 
Flavor and texture excellent. 
Flavor and texture excellent. 
Flavor and texture good. 
Flavor fair to good. 
Flavor fair. 
Flavor very good; texture good, 
Flavor good. 
Flavor and texture good. 
Flavor poor to fair. 
Flavor and texture very good. 
Flavor and texture good. 
Flavor excellent; tender. 
Flavor and texture excellent. 
Flavor excellent; tender. 
Flavor good but a little too salty; 
somewhat tough. 
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Sausage 
Bulk 
Roll 
Skinless link 
Brown and serve 
Breaded veal chopettes 
Fresh 
Frozen 
Fried chicken 
Fresh uncut 
Frozen uncut 
Fresh market cut 
Frozen fried 
Salmon 
Fresh 
Frozen 
Canned 
Beef stew 
Homemade 
Canned 
Chicken pie 
Homemade 
Partially prepared 
Frozen 
Spaghetti and meat balls 
Homemade 
Partially prepared 
Canned 
Meat substitutes: 
Macaroni and cheese 
Homemade 
Dried dinner 
Frozen 
Canned 
Spanish rice 
Homemade 
Partially prepared 
Canned 
Soup: 
Oyster stew 
Home made (frozen 
canned oysters) 
Homemade (canned oysters) 
Frozen 
Flavor poor. 
Flavor good. 
Flavor poor. 
Flavor good. 
Flavor goodj tender. 
Flavor fair; tender. 
Flavor and texture excellent. 
Flavor good; tender. 
Flavor excellent; tender. 
Flavor fair; tender. 
Flavor very good; texture good. 
Flavor good; texture good. 
Flavor good. 
Flavor good. 
Flavor poor. 
Flavor very good; texture good. 
Flavor fair to good; texture good. 
Flavor fair. 
Flavor good. 
Flavor good. 
Flavor poor. 
Flavor and texture good. 
Flavor and texture good. 
Flavor fair; texture good. 
Flavor very poor; texture poor. 
Flavor and texture good#— 
Flavor good; texture fair. 
Flavor poor; chiefly tomato flavor, too 
sweet; texture fair. 
Flavor good. 
Flavor good. 
Flavor good. 
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Vegetable soup 
Homemade 
Frozen 
Canned 
Dried mixture 
Vegetables: 
Asparagus 
Fresh spears 
Frozen spears 
Canned spears 
Green beans 
Fresh 
Frozen 
Canned 
Corn niblets 
Fresh 
Frozen 
Canned 
Peas 
Fresh 
Frozen 
Canned 
Fresh fried potatoes 
Homemade 
Frozen 
Mashed potatoes 
Homemade 
Instant 
Flavor good. 
Flavor good. 
Flavor fair. 
Flavor very poor; watery. 
Flavor and texture excellent. 
Flavor and texture excellent. 
Flavor fair; texture mushy. 
Flavor and texture good. 
Flavor and texture good. 
Flavor good; texture fair. 
Flavor good. 
Flavor good. 
Flavor fair. 
Flavor fair; texture good. 
Flavor good; texture good. 
Flavor and texture fair; typical of canned 
peas. 
Flavor and texture good. 
Flavor poor to fair; texture poor. 
Flavor and texture good. 
Flavor fair to good; texture good. 
